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There's  a  New  Kid  ^ 

on  the  Block  „  ^ 

The  European  Pressphoto  Agency  (epa)  is  making  :•  " 
its  Name  as  a  Global  Source  of  News  Photos 


latf— tiaaal  iaraW  Mbaaa 

May  17-10,  2003 


From  May  1 ,  epa  photos  have  been  printed  in  , 
major  North  American  newspapers.  The  timing  is 
excellent,  because  global  news  coverage  has  never 
been  more  important.  So  if  your  newspaper  needs 
top  of  the  line  photo  coverage  from  around  the 
world,  you  can  rely  on  the  European  Pressphoto 
Agency  (epa).  We're  known  as  epa,  and  the  epa 
logo  is  becoming  a  familior  credit  in  newspapers 
in  North  America — and  around  the  world. 


c  TIMES  INTERNATIONAL  Wednesday,  idne  a 


i.  Bridges,  and  a  City  of  Peace 


Actually,  epa  is  not  a  "new  kid  on  the  block"  -  it 
has  been  around  for  a  long  time,  epa  was  created 
1 8  years  ago  by  a  consortium  of  Europe's  leading 
news  agencies  that  pooled  their  photography 
resources.  For  many  years,  epa  photos  were  dis¬ 
tributed  over  the  AFP  photo  report  in  North 
Anierican  markets.  But  epa  and  AFP  parted  wrays 
as  of  May  1 ,  and  epa  set  up  its  ovm  network  of 
photographers,  including  Joe  Marquette 
(Washington),  Mike  Nelson  (Cairo)  and  Jim 
Hollander  (Jerusalem)  as  chief  regional  photogra¬ 
phers.  epa  is  now  marketing  its  photo  report 
directly  in  North  America.  Our  daily  photo  report 
of  some  400  photos  is  strong  in  coverage  of  major 
news  events,  sports  and  entertainment.  So  we 
aren't  exactly  new,  but  we  are  unique,  and  North 
American  photo  editors  tell  us  they  like  what  they 
are  seeing  in  the  epa  photo  report. 


Call  Ted  Marks  at  860-927-3948, 
or  email;  marks@epa-photos.com 


epa 
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Nwant,  as  they  did  in  your  recent 
article  on  newspapers  dropping 
gun  classifieds  (June  16,  p.  5)  that  they 
are  dropping  gun  ads  because  of  public 
image,  or  because  they’ve  been  petitioned 
by  readers  and  anti-gun  groups,  but 
that’ s  not  the  whole  truth.  While  the 
above  e.xcuses  may  be  important  to  these 
newspapers,  what  really  gets  them  hop¬ 
ping  is  the  desire  to  cover  their  butts  from 
gun  liability  lawsuits. 

Newspapers  are  well  aware  that  civil 
lawsuits  are  such  these  days  that  anybody 
who  ever  had  anything  to  do  with  a  gun  is 
likely  to  be  sued  if  that  gun  is  ever  used  in 
a  crime.  They  are  also  well  aware  that  a 
large  newspaper  company  like  Hearst  or 
Gannett  makes  a  much  juicier  “deep  pock¬ 
et"  to  sue  than  the  regular  Joe  who  sold  the 
gun  through  a  classified  ad  or  (God  for¬ 
bid!)  the  criminal  who  actually  w'ent  out 
and  shot  someone  with  it. 

If  you  were  a  trial  lawyer  working  on 
contingency,  who  would  you  prefer  to  go 
after  —  the  gun  seller  with  a  mortgage,  car 
note,  and  $50,000  income,  or  the  big  me¬ 
dia  giant  whose  net  w'orth  is  likely  in  ex¬ 
cess  of  one  billion  dollars?  If  you  were  to 
check  (and  if  they  were  to  give  you  a 
straight  answ'er)  I’d  wager  that  most  of 
these  newspapers  have  received  commu¬ 
niques  from  their  parent  companies’  legal 
departments  “suggesting"  that  they  stop 
taking  gun  classifieds. 

Pro-gun  though  I  am,  I  can’t  argue  with 
a  newspaper  giving  up  a  few  thousand  dol¬ 
lars  a  year  from  gun  classifieds  versus 
spending  several  hundred  thousand  dol¬ 
lars  in  legal  fees  (plus  the  possibility  of  a 


EWSPAPERS  CAN  CLAIM  ALL  THEY 


multimillion  dollar  award  if  they  lose)  for 
a  single  court  case.  I  just  wish  they’ d  be  a 
bit  more  honest  about  it. 

CHRIS  ALEXANDER 
Kingu'ood,  TX 


‘DinNDTHAT 


My  quoted  comment  in  the 

June  9  issue  regarding  the  for¬ 
mation  of  a  committee  by  The 
New  York  Times  to  review  problems  at  the 
newspaper  (“Page  One,"  p.6)  came  across 
as  dismissive,  which  does  not  reflect  my 
attitude.  I  have  stressed  to  every  inter- 
view'er  on  this  subject  my  respect  for  the 
Times  and  its  staft’.  I  believe  the  commit¬ 
tee  is  a  sincere  effort  to  help  fix  the  situa¬ 
tion,  but  it  would  have  been  much  better 
if  the  paper’s  top  editors  had  immediately 
responded  by  taking  responsibility.  One 
obvious  step  they  could  have  taken  to 
rebuild  the  confidence  of  readers  w  ould 
have  been  requiring  approval  of  all 
anonymous  sources  by  a  senior  editor. 

JOHN  TEMPLE 
EDITOR 

Rocky  Mountain  News 
Denver,  Colo. 

A  SHEEP  ATTHE  WHEEL? 


Ythe  WMD  Issue  (“Opinion,"  June 
9,  p.20)  disappointed  me.  The  ed¬ 
itors  interviewed  in  the  article  generally 
claim  that  they  did  a  decent  job  asking 
the  right  questions  about  WMD  before 
the  war.  I  have  found  that  virtually  every 
single  revelation  about  shaky  or  weak  in¬ 
telligence  that  came  out  after  the  war  was 
available  {continued  on  page  19} 


OUR  ARTICLE  ON  THE  PRESS  AND 


- -  50  YEARS  AGO  - - 

NEWSPAPERDOM FROM  EDITOR  &  PUBLISHER 


JUNE  20,  1953: 

In  Pasco.  Wash.,  a  jury  returned 
an  unusual  verdict  award  against 
the  40.000-circulation  Tri-City 
Herald  for  an  alleged  libel  suit; 
one  dollar  for  each  reader.  Wheat 


rancher  Haney  Owens  brought  expressed  his  outrage  when  an 
the  suit  after  an  article  written  by  AP  editor  trimmed  southern- 
then-Publisher  Glenn  C.  Lee.  sounding  instances  of  “you  all" 


Eldon  Roark,  a  columnist  for  the 


sounding  instances  of  “you  all" 
in  Queen  Elizabeth's  coronation 
speech,  to  “you”  in  a  report  in  the 


Memphis-Press  Scimitar,  Memphis  Commercial  Appeal. 
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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 

Both  Belo  Interactive  and  The  Wall  Street  Journal 
Online  announced  promising  new  targeting 
strategies  for  their  online  advertisers  last  week 
(“Headlines."  June  19). ...  The  Poynter  Institute 
is  now  cataloging  cross-media  convergence 
efforts  across  the  country.  Find  out  how  you  can 
participate  (“Headlines,”  June  19). ...  Newspa¬ 
pers  run  nine  of  the  top  20  Web  news  domains, 
according  to  the  latest  Nielsen/ NetRatings  data 
(“Headlines.”  June  18). ...  Columnist  Charles 
Bowen  pays  a  visit  to  Musicalsl01.com.  a  data¬ 
base  of  the  shows,  people,  and  recordings  that 
make  up  this  very  American  art  form. ...  Plus,  a 
much  longer  version  of  our  labor  report  (p.  3). 
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Freedom  Commu¬ 
nications  Inc. 
and  Gannett  Co.  Inc. 
officials  on  Thursday 
shot  down  recent 
news  reports  that 
Gannett  will  buy  the 
company.  Freedom 
President  and  CEO 
Alan  Bell  said  the 
company  doesn’t 
expect  to  resolve  its 
process  of  exploring  a 
possible  sale  or  merg¬ 
er  until  summer's 
end,  with  the  first 
round  of  bids  due 
June  26. 

“There's  no  under 
the  table,  over  the 
table,  or  side  of  the 
table  deal  with 
Gannett,  despite  the 
rumor  that  has 
spread  around  the 
country  in  the  past 
few  days,"  Bell  wrote 
in  an  e-mail  message 
to  company  execu¬ 
tives.  Gannett  is 
widely  viewed  by 
analysts  to  be  a 
logical  bidder  for  all 
the  Irvine,  Calif.- 
based  company's 
28  daily  newspapers, 
37  weeklies,  and 
eight  TV  stations. 

Gannett  spokes¬ 
woman  Tara  Connell 


pies  of  management  trying  to  get  more  control  over 
employees  and  flexibility  to  cut  costs. 

The  key  battlegrounds: 

•  The  Sun  in  Baltimore,  Md.,  where  workers  last 
week  voted  overwhelmingly  to  authorize  a  strike  that 
could  begin  Tuesday  when  the  union’s  current  four- 
year  contract  expires.  “A  strike  is  a  possibility  if  we 
keep  getting  this  kind  of  non-bargaining,”  said 
Michael  Hill,  a  negotiator  for  the  Washington- 
Baltimore  Newspaper  Guild,  which  represents  630 
Sun  employees.  ‘The  tradition  at  this  Guild  is  not  to 
work  beyond  the  contract  expiration  date.” 

Reporters  launched  a  byline  strike  last  week  and 
The  Tribune  Co.,  which  owns  the  paper,  trained 
employees  from  other  Tribune  publications  as 
replacement  workers.  Tou  have  to  do  a  little  plan¬ 
ning,”  said  Linda  Geeson,  the  Suns  director  of  mar¬ 
keting  and  communications.  “If  there  is  a  strike,  we 
have  an  obligation  to  publish.” 

Guild  workers  object  to  the  Sun's  request  for  a  new 
provision  allowing  supervisors  to  move  employees 
from  one  department  to  another,  with- 
. ,  out  their  consent.  Management  also 

^  a  one-year  wage  freeze,  followed 

by  implementation  of  a  merit-raise 
^  system  in  lieu  of  the  current  annual 
■  cost-of-living  pay  hikes.  Union  leaders 

would  rather  have  a  9%  raise  over 
i'  '  ^  nrM  three  years,  plus  a  lump-sum  payment. 

W  1  *  (MN.)  Pioneer  Press, 

where  buzz  over  a  walkout  is  already 
beginning  for  450  Guild  members  who 
have  been  without  a  contract  since  last 
July.  “We  are  in  strike  preparations 

Union  workers  make  themselves  heard 
outside  The  Sun  in  Baltimore,  Md.,  amid 
vHEBE  tense  contract  negotiations  last  week. 


New  points  of  conflict  appear  amid 
the  worst  climate  for  negotiations 
some  have  ever  seen 


BY  JOE  STRUPP 

VETERAN  Newspaper  Guild  negotiators 
will  tell  you  that  hammering  out  a  new 
contract,  even  in  the  best  of  economic  times, 
can  rate  somewhere  between  root  canal  work  and 
cleaning  fish  on  the  scale  of  unpleasant  tasks.  But 
today,  “The  climate  is  the  worst  I’ve  ever  seen,”  said 
Linda  Foley,  president  of  the  National  Newspaper 
Guild-Communications  Workers  of  America. 

Right  now,  several  major  newspapers  are  engaged 
in  what  negotiators  contend  are  their  toughest  con¬ 
tract  talks  in  decades.  In  two  cases,  union  leaders  are 
preparing  for  walkouts,  one  of  which  could  come  as 
early  as  this  week.  Beyond  the  usual  wage  and  benefit 
disputes,  each  conflict  also  includes  unusual  exam- 
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right  now,”  said  Mike  Sweeney,  executive  officer  of  drawn-out  battle  has  Guild  workers  without  a  con- 

the  Minnesota  Newspaper  Guild.  Union  leaders  tract  since  the  end  of  1999.  Last  week,  union  leaders 

oppose  the  paper’s  proposed  contract  that  would  give  began  sending  10,000  postcards  to  subscribers  ask- 

raises  of  2.2%  to  2.7%  annually  over  four  years  —  but  ing  for  authorization  for  the  Guild  to  cancel  their  sub- 

also  increase  health  insurance  fees  by  10%  to  100%.  scriptions  if  the  union  launches  a  planned  boycott. 

Jill  Taylor,  Pioneer  Press’ vice  president  of  employ-  The  membership  rejected  the  latest  management 

ee  relations,  defended  the  health  insurance  hikes,  offer  on  June  12.  Instead  ofthreatening  a  .strike  at  this 

point.  Journal  w  orkers  have  been  flexing  their 
muscle  at  the  National  Labor  Relations 
Board,  filing  dozens  of  unfair  labor  practice 
complaints,  including  27  that  have  been 
upheld  by  an  administrative  law  judge  and  are 
now  on  appeal. 

Union  leaders  contend  the  latest  offer  did 
not  include  enough  retroactive  pay,  while 
objecting  to  management’s  request  that  the 
Guild  drop  the  unfair  labor  practice  com¬ 
plaints.  Journal  attorney  Richard  Perras 
accused  Guild  leaders,  who  openly  urged 
members  to  reject  both  contract  offers,  of 
keeping  the  dispute  going  for  their  own  per- 
Honolulu  Advertiser  union  members  rally  outside  the  newspaper.  ^onal  gain.  “They  enjoy  the  litigation,”  he  said. 

saying  the  paper  is  simply  passing  on  cost  increases  “They  enjoy  the  spotlight.” 


set  forth  by  health  providers.  “The  economy  has 
impacted  us  pretty  directly,”  she  said. 

•  The  Honolulu  Advertiser,  whose  Guild  members 
have  been  without  a  contract  for  more  than  a  year. 
Negotiations  have  produced  a  simple  wage  freeze 
offer  over  four  years  (rather  than  cuts)  but  union 
leaders  object  to  a  proposal  to  switch  from  a  tradi¬ 
tional  cost-of-living  annual  pension  plan  to  a  lump¬ 
sum  payment  at  retirement. 

•  The  Providence  (RI)  Journal,  where  the  most 


•  The  Boston  Globe,  whose  union  leaders  say  man¬ 
agement  requests  for  the  elimination  of  seniority  in 
layoffs,  the  right  to  subcontract  non-editorial  work, 
and  the  ability  to  have  non-Globe  employees  at  other 
papers  owned  by  The  New'  York  Times  Company,  the 
Globe’s  owner,  sell  advertising  in  the  paper  have  kept 
talks  dragging  on  since  the  end  of 2000  when  the  last 
contract  expired.  “It  is  the  worst  negotiations  that  I 
can  remember,”  said  Steve  Richards,  president  of  the 
Boston  Newspaper  Guild.  11 


Ad  forecasts  still  damp  for  2003 


And  another  paper  hike  on  the  way? 


BY  LUCIA  MOSES 

As  PUBLISHING 
executives  gath- 


soaked  New  York  this 
week  for  the  Mid-Year 
Media  Review  for  ana¬ 
lysts  and  investors,  they 
continue  to  face  a  mostly 
bleak  business  climate. 

Public  companies’ 
May  ad  revenue  report¬ 
ed  last  week  showed  re¬ 
tail  and  help-wanted  still 
soft  due  to  the  war’s 
residual  effect,  bad 
weather,  and  economic 
malaise.  The  Conference 
Board’s  latest  Help- 
Wanted  Advertising  In¬ 


dex  declined  in  April  for 
the  fourth  straight 
month. 

Longtime  forecaster 
Robert  Coen  at  Univer¬ 
sal  McCann  didn’t 
spread  any  more  sun¬ 
shine  last  week  when  he 
revised  down  his  2003 
ad  spending  forecasts, 
although  he  did  predict 
growth  to  quicken  in 
2004.  Coen  now  looks 
for  local  newspaper  ad 
spending  to  rise  3.5% 
this  year,  dowTi  from  his 
December  forecast  of 
5.7%  growth. 

“We  lost  a  lot  of  steam 
and  we’re  building  it 


back  up,”  said  Miles  E. 
Groves,  chief  economist 
for  the  Barry  Group  con¬ 
sultancy.  “It  really  is  a 
market-specific  thing  in 
retail.  Some  people  are 
starting  to  report  im¬ 
provement  in  national, 
and  what’s  still  hurting  is 
help-wanted.  It’s  a  next- 
year  deal  at  best.” 

Publishers  also  face 
rising  costs;  a  March  pa¬ 
per  price  hike  is  starting 
to  stick,  and  some  pro¬ 
ducers  have  announced 
another  increase  for  Au¬ 
gust.  Yet  Christa  M. 
Sober,  who  follows 
newspapers  for  Thomas 
Weisel  Partners  LLC, 
said,  “We’re  still  not  at  a 
demand  level  that  would 


warrant  a  fiill  increase.” 

The  department  store, 
travel  and  consumer 
electronics  categories 
also  continued  to  suffer 
last  month.  Offsetting 
somewhat  were  gains  in 
auto,  real-estate,  finan¬ 
cial,  telecom,  entertain¬ 
ment,  and  health. 

On  the  bright  side, 
some  companies  report 
June  ad  trends  are 
showing  improvement 
over  May.  And  Credit 
Suisse  First  Boston  ana¬ 
lyst  William  Drewrj'  not¬ 
ed  radio  advertising  is 
picking  up  in  June,  indi¬ 
cating  that  improvement 
in  local  advertising  is 
heading  newspapers’ 
way,  too.  11 


said  of  the  reports: 
“Its  just  a  rumor,  and 
they're  all  over  the 
place.  All  I  know  is, 
we've  expressed  inter¬ 
est  in  the  company, 
and  thats  it.” 

—  LUCIA  MOSES 

APIS  ON  THE 
MOVE  IN  NYC 

The  Associated 
Press  plans  to 
move  and  consolidate 
its  New  York  head¬ 
quarters  from  the 
four  Rockefeller  Cen¬ 
ter  locations  it  has 
occupied  for  years 
to  larger  offices  on 
Manhattan’s  West 
Side,  AP  announced 
last  week.  The  inter¬ 
national  news  cooper¬ 
ative  will  take  over 
the  top  three  floors  of 
a  16-story  building  at 
450  W.  33rd  St.  in 
September  2004.  No 
financial  terms  of  the 
lease  agreement  were 
discussed,  but  offi¬ 
cials  said  the  move 
was  also  predicated 
on  avoiding  an  ex¬ 
pected  rent  increase 
if  the  news  organiza¬ 
tion  remained  at  the 
current  location. 

—  JOE  STRUPP 

TRIBUNE  POLLS 
THE  AUDIENCE 

With  the  Tri¬ 
bune  Co. 
signed  up  for  the 
Audit  Bureau  of 
Circulations’  Reader 
Profile  service,  three- 
quarters  of  the  100 
largest  U.S.  dailies  by 
circulation  will  be 
participating  in  the 
audience  verification 
service  by  year’s  end. 
The  addition  of  Tri- 
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bune’s  11  dailies 
brings  the  total  num¬ 
ber  of  papers  using 
the  service  to  240. 

—  LUCIA  MOSES 

COLOR  THEM 
VICTORIOUS 

The  Star  Tribune 
in  Minneapolis, 
Minn,  and  The  Record 
in  Hackensack,  N.J., 
were  added  to  the 
prestigious  Interna¬ 
tional  Newspaper 
Color  Quality  Club  for 
2002-2004  after  the 
results  of  last  year’s 
competition  were  re¬ 
evaluated,  the  NAA 
and  Ifra,  the  interna¬ 
tional  newspaper  re¬ 
search  association 
revealed  last  week. 

NAA  and  Ifra 
blamed  the  exclusion 
of  the  two  U.S.  pa¬ 
pers  on  an  erroneous 
color  measurement 
formula  used  during 
last  summer’s  com¬ 
petition.  Just  54 
newspapers  world¬ 
wide  were  recognized 
for  their  color  quality 
in  the  competition. 

—  MARK  FITZGERALD 


REWHOUSEIS 

NAAWINHER 

Donald  E. 

Newhouse, 
president  of  Advance 
Publications  in  Staten 
Island,  N.Y.,  was 
honored  with  the 
McGovern  award  by 
the  Newspaper  Asso¬ 
ciation  of  America 
Classified  Federation 
during  its  annual 
meeting  in  Las  Vegas 
last  week.  The  award 
recognizes  newspaper 
executives  who  are 
“dedicated  to  improv- 


U.S.  military  wont  do  it 

AP  counts  the 


BY  BARBARA  BEDWAY 

s  U.S.  FORCES  IN  Iraq  continue  their 
postwar  fight  against  enemy  forces,  the 
number  of  civilian  casualties  sustained  in  the 
conflict  looms  large  as  a  moral  measure  of  the  true 
cost  of  this  war  —  and  as  an  obstacle  in  the  parallel 
fight  for  the  hearts  and  minds  of  the  Iraqi  people.  A 
complete  accounting  may  never  be  possible,  but  the 
Associated  Press  has  made  a  groundbreaking  effort 
to  number  the  civilian  dead  (as  they  did  in  the  war  in 
Afghanistan).  Other  surveys  have  attempted  to  count 
civilian  casualties  within  Baghdad,  but  AP  is  the  first 
to  include  the  entire  country. 

“During  the  war,  there  was  a  great  deal  of  debate 
in  the  international  press,  especially  in  the  Arab 
press,  about  whether  America  was 
being  careful  enough,  using 
enough  discretion,  about  Chilians,” 

Niko  Price,  correspondent  at  large 
for  the  AP,  who  wrote  the  story  on 
the  tally,  told  Ei3P.  “Looking  at 
what  happened  in  detail  gives  a  ba¬ 
sis  for  people  to  make  an  educated 
judgment  on  how  careful  Ameri¬ 
cans  were  in  this  war.” 

Such  accounting,  however,  rais¬ 
es  perhaps  as  many  questions  as  it  answers. 

Using  a  rigorous  methodology,  seven  AP  reporters 
in  Iraq  over  a  period  of  five  weeks  reviewed  dozens  of 
documents  from  60  of  Iraq’s  124  hospitals,  covering 
the  period  from  March  20,  the  war’s  beginning,  to 
April  20,  when  the  fighting  abated.  The  tally:  3,240 
civilians  died  throughout  the  countiy,  with  1,896  of 
those  in  Baghdad  alone.  But  AP  referred  to  these 


The  cemetery  of  Najaf,  75 
miles  south  of  Baghdad. 
Left,  the  civilian  death 
records  of  al-Kindi  Hospital. 

totals  as  “still  fragmen¬ 
tary”  with  the  likely  figure 
“significantly”  higher. 

“We  believed  the  story 
would  have  more  credibil¬ 
ity  if  we  didn’t  use  esti¬ 
mates,  and  the  number  is 
one  we  could  absolutely  vouch  for,”  said  Price,  who 
visited  the  bulk  of  Baghdad  hospitals.  “A  reporter  in 
New  York  went  through  media  reports  during  the  war 
to  give  us  an  idea  where  we  should  look,  so  we  didn’t 
miss  any  obvious  places.” 

Inevitably,  some  of  the  obvious  places  did  not  get 
counted.  Excluded  were  hospitals  whose  written 
records  did  not  separately  identify  civilian  and  mili¬ 
tary  dead.  Excluded  also  were  three  civilian  hos¬ 
pitals  in  Basra,  Iraq’s  second-largest  city, 
because  doctors  there  could  offer  only  an  esti¬ 
mate  that  85  percent  of  their  413  recorded 
deaths  were  civilian.  And  there  is  of  course  no 
way  to  account  for  dead  civilians  never  taken  to 
hospitals,  for  those  buried  by  family  members, 
for  those  left  beneath  the  rubble. 

Though  most  of  the  doctors  Price  dealt  with 
were  sympathetic,  many  were  angry  at  the  U.S. 
for  killing  so  many  civilians  in  this  war. 

At  one  hospital  in  Mosul,  AP’s  Baghdad  cor¬ 
respondent  Sameer  N.  Yacoub  was  challenged 

Karem  Mohammed  weeps  over  bodies  of  family 
members  in  Hillah,  still  waiting  for  U.S.  probe 
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by  U.S.  soldiers,  who  questioned  him  extensively 
about  his  story,  including  its  purpose. 

The  U.S.  military  does  not  compile  its  own  count  of 
civilian  deaths,  as  Pentagon  spokesman  Lt.  Col.  Jim 
Cassella  explained  to  AP:  “Our  efforts  focus  on 
destroying  the  enemy’s  capabilities,  so  we  never  tar¬ 
get  civilians  and  have  no  reason  to  try  to  count  such 
unintended  deaths.” 

The  military,  however,  has  asserted  it  would  inves¬ 
tigate  certain  incidents  that  resulted  in  civilian 
deaths.  Charles  J.  Hanley,  a  roving  AP  correspondent 
who  helped  research  the  tally  in  Basra  and  Hillah,  had 
earlier  reported  on  heavy  civilian  casualties  in  Hillah 
during  days  of  cluster  bombing  by  the  U.S.  military. 
On  May  17,  he  reported  that  Central  Command  said 
the  incident  was  under  investigation.  He  was  sur¬ 
prised  to  read  in  Price’s  AP  story  that  Central  Com¬ 
mand  now  acknowledged  “it  had  no  information  to 
add”  about  the  tragedy. 

A  Central  Command  spokesman  also  told  AP  no  in¬ 
quiry  was  conducted  into  the  controversial  March  28 
shelling  of  the  al-Shoala  market  in  Baghdad  —  anoth¬ 
er  bloody  incident  it  had  promised  to  probe. 

“As  a  journalist  trying  to  convey  truth  to  the  Amer¬ 


ican  people,”  Hanley  told  E^P,  “I  find  it  distressing 
that  U.S.  military'  spokesmen  seem  to  facilely  tell  jour¬ 
nalists  that  they  are  conducting  an  investigation  into 
an  incident  and  then  weeks  later,  when  attention  is 
distracted,  let  it  slip  out  that  there  was  no  investiga¬ 
tion,  that  no  further  information  is  available.” 

Hanley,  part  of  a  Pulitzer  Prize-winning  team  in 
2000  that  investigated  the  killing  of  hundreds  of 
Korean  refugees  by  the  U.S.military  during  the  Kore¬ 
an  War  (and  co-authored  a  book  about  tbe  incident, 
The  Bridge  at  No  Gun  Ri)  believes  there  may  be  fur¬ 
ther  disclosures  as  time  goes  on,  since  evidence  is 
fresh  at  hand.  “With  No  Gun  Ri,”  he  explained,  “we 
had  to  deal  with  a  Pentagon  that  held  —  essentially 
for  years  —  that  the  U.S.  military  was  not  even  in  the 
area  of  the  massacre.” 

Hanley  believes  that  the  AP  count  is  a  “basic, 
conservative,  beginning,”  and  that  “additional  jour¬ 
nalism  could  be  done  exploring  individual  incidents 
to  see  if  any  warrant  ftirtber  investigation.  A  very 
basic  fact  in  reporting  any  war  is  to  establish  the  im¬ 
pact  of  that  war,  not  only  on  your  own  military,  but 
also  on  enemy  military  and  civilians.  Otherwise,  we 
wage  wars  without  knowing  the  meaning  of  them.”  Oi 


Fleet  afoot  in  llipiawelcome-lioiiie 


BY  MARK  FITZGERALD 

CHICAGO 

U.S.  MILITARY  FORCES 
achieved  their  quick 
success  in  the  Iraq  war 
by  combining  months  of  plan¬ 
ning  with  the  experience  gained 
during  199l’s  Operation  Desert 
Storm.  That  same  formula  is  at 
work  in  the 
homecoming 
promotion  The 
Virginian-Pilot 
has  arranged 
for  the  many 
Navy  ships  and 
troops  return¬ 
ing  from  Iraq 
to  Norfolk,  Va. 

The  201,041- 
circulation 
daily  is  only 
halfway 
through  the 
promotion, 
and  has  already 
generated  “well 
over”  $500,000 
in  revenue,  said  Dale  Bowen, 
the  newspaper’s  director  of 
market  development. 


Lt.  Commander  Michael  Jensen 
returned  to  Norfolk  in  late  May. 


Some  of  the  biggest  events,  in¬ 
cluding  “Tbe  Mother  of  All  Par¬ 
ties”  and  a  “Fleet  Week,”  are  still 
ahead  in  Norfolk,  where  the  local 
chamber  of  commerce  expects 
the  return  of  some  60  ships  and 
29,500  troops  to  bring  $72  mil¬ 
lion  in  additional  discretionary 
income  to  the  market.  “We  have 
more  than 
tripled  what  we 
did  in  1991  in 
revenue,”  Bowen 
said  in  a  tele¬ 
phone  interview. 

In  1991,  the 
Virginian-Pilot 
“published  a  lot 
of  stories  and 
[sponsored]  a 
lot  of  events  that 
were  free  to  the 
military,”  Bowen 
said,  “but  it  was 
sort  of  loosely 
done,  if  you 
follow  what  I 
mean.” 

Nothing  was  left  to  chance  this 
time  around.  As  war  clouds 
gathered,  the  newspaper  took  the 


lead  in 
creating  a 
task  force  that  in¬ 
cluded  the  Hampton  Roads 
Chamber  of  Commerce,  the  U.S. 
Navy,  the  USO,  and  Cox  Com¬ 
munications,  the  local  cable 
television  provider. 

The  paper  is  publishing  special 
sections,  and  has  printed  more 
than  200,000  copies  of  coupon 
books  offering  discounts  to 
returning  soldiers  and  sailors. 

It  created  a  “Hampton  Roads 
Heroes”  logo  that  has  proven 
popular  on  posters  and  T-shirts, 
even  at  PXs  overseas,  according 
to  the  paper.  The  task  force  sold 
sponsorships  ranging  from  a 
$15,000  “Bronze  Level”  to  an 
$80,000  “Platinum  Level.” 

As  with  a  military  campaign, 
the  promotion  encountered 
some  unpredictable  events  — 
chiefly,  the  speed  of  the  U.S. 
victory  in  Iraq.  “The  ships 
weren’t  supposed  to  be  back 
until  the  summer,”  said  Bowen, 
who  noted  two  big  major  batde 
groups  came  back  in  May. 
“Wehadtojump,”hesaid.  1! 


ing  classified  adver¬ 
tising  locally  and  uni¬ 
versally.” 

—  MARK  FITZGERALD 

6ET  CERTIFIED 
IN  AW 

Newspapers  can 
now  earn  a 
certficate  of  compli¬ 
ance  with  the  Specifi¬ 
cations  for  Newsprint 
Advertising  Produc¬ 
tion  (SNAP).  That’s 
due  to  a  program  that 
the  NAA  and  the 
SNAP  Committee 
created  to  promote 
understanding  and 
use  of  the  specs  for 
coldset  print  quality 
and  to  collect  infor¬ 
mation  to  support 
development  of 
internationally 
recognized  standards. 
Digital  certificate 
files  and  press  test 
instructions  can  be 
found  at  www.naa. 
org/snap. 

—  JIM  ROSENBERG 

AP  ADDS  NEB 
MARKET  TOOLS 

The  Associated 
Press,  and 
financial  data  and 
software  provider 
Stockgroup  Informa¬ 
tion  Services  Inc., 
have  launched  AP 
Financial  Tools,  to 
help  newspapers' 

Web  sites  offer  mar¬ 
ket  quotes,  charts, 
personal  portfolios, 
and  other  informa¬ 
tion.  The  financial 
data  and  software 
systems  include  more 
than  30  Stockgroup 
financial  and  soft¬ 
ware  tools  and  100 
data  sources. 

—  JIM  ROSENBERG 
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CALIFORNIA 

David  Johnson 

David  Johnson  to  general  manager  of 
The  Record,  Stockton,  Calif.  Johnson  has 
over  18  years  experience  in  the  newspaper 
industry,  including  positions  with  USA 
Today,  the  Record  Journal  (Meriden,  Ct.), 
The  Hartford  (Ct.)  Courant  and  the  Cape 
Cod  Times  in  Hyannis,  Mass.  In  his  new 
capacity,  Johnson  will  be  responsible  for  circulation,  production 
operations,  information  technology  and  a  major  press  and 
building  project  currently  under  consideration. 


SOME  NEWSROOM  LEADERS  are 
BORN.  WESRYTHE  BEST 

CONE  TO  POYNTER. 

BEEN  TO  POYNTER? 

Poynter  Executive  Excellence  Series: 

Grooming  &  Guiding  the  Best  &  the  Brightest 

September  21  -  23,  2003 

Application  Deadline:  July  28,  2003 

Newsroom  managers  and  up-and-coming  leaders  from  the  mid-management 
ranks  will  learn  to  become  stronger  coaches  and  get  tips  for  recruiting  and 
retaining.  You'll  develop  strategies  for  managing  during  change  and  for 
handling  conflict  and  difficult  employees.  You’ll  learn  how  to  lead  ethical, 
diverse  newsrooms  and  how  to  produce  excellent  journalism  even  in  tough  times. 

Poynter. 

EVERYTHING  YOU  NEED  TO  BE  A  BEHER  JOURNALIST 

www.poynter.org 


$300  tuition  includes  hotel  stay.  Apply  online  today! 


C  H  I  C  A  (1  O 

Alison  Scholly  has  been  named  general 
manager  of  Chicago  Tribune  Interactive. 
Scholly  will  lead  the  operation,  develop¬ 
ment  and  growth  of  the  Chicago  Tribune 
interactive  brands  and  products,  includ¬ 
ing  chicagotribune.com,  metromix.com 
and  ChicagoSports.com. 

M  I  C  HI  (1  A  N 

Cindy  Waterman  is  the  new  publisher  of  the 
Sentinel-Standard  of  Ionia.  She  succeeds 
Valerie  Rose,  who  has  been  appointed 
publisher  of  the  Cheboygan  (Mich.)  Daily 
Tribune.  Waterman  was  promoted  from 
business  office  manager  at  the  Sentinel- 
Standard. 

M  !  S  S  ()  U  R  I 

Eric  Mink  to  editor  of  the  Commentary' 
page  and  an  op-ed  columnist  at  the  St. 
Louis  Post-Dispatch.  Mink  spent  16  years 
at  the  newspaper,  most  of  them  as  a  TV 
critic.  He  accepted  a  simlilar  position  at 
the  Daily  News  in  New  York  in  1993,  and 
recently  returned  to  St.  Louis. 

Todd  Taylor  to  general  manager  of  The 
Joplin  Globe.  Taylor,  who  has  been  with 
the  newspaper  for  nine  years,  has  served 
as  administrative  director  and  human  re¬ 
sources  director.  Shell!  Willis,  former  bene¬ 
fits  coordinator,  is  the  Globe's  new 
personnel  manager.  Retail  services  super¬ 
visor  Shannon  Wyczynski  has  been  promot¬ 
ed  to  retail  advertising  manager. 

Sylvester  Brown,  Jr.  is  now  a  Metro  colum¬ 
nist  for  the  St.  Louis  Post-Dispatch.  For 
the  past  15  years  Brown  was  the  publisher 
of  the  St.  Louis-based  magazine  Take 
Five,  which  he  founded  in  1987  as  the 
“black  independent  voice”  of  St.  Louis. 

Cody  Snapp  to  managing  editor  of  The 
Maryville  Daily  Forum.  Snapp  was  most 
recently  in  charge  of  the  paper’s  page  lay¬ 
out;  before  that,  he  was  lifestyles  editor. 

'  •  « 

NEW  YORK 

Terry  Hebert 

to  director  of 
sales  for  AP 
Advantage  and 
AdSEND.  In  this 
position  he  will  manage  the  Ad- 
Vantage/AdSEND  sales  team, 
and  create  new  clients. 
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EDITORIAL 

ONi:i[Sl.llUQICEN!iOII 

Having  fought  to  liberate  Iraq,  the  U.S.  occupation  authorities 
now  seem  intent  on  fighting  Iraqi  liberty 


(6  ET  A  HUNDRED  FLOWERS 

I  bloom,  let  a  hundred 
H  .  schools  of  thoughts  con- 
tend,”  Mao  Tse-tung  de¬ 
clared,  during  a  critical  moment  for  the 
Chinese  Communist  regime  in  1956. 
When  journalists,  intellectuals  and  even 
Part>’  members  responded  with  iv-ithering 
criticism  of  his  leadership,  Mao  stopped 
the  campaign  as  abruptly  as  he  had  set  it 
off.  After  a  June  1957  crackdown,  free 
e.xpression  went  into  a  deep  freeze  from 
which  it  is  only  now  slowly  emerging. 

There’s  a  little  bit  of 
Chairman  Mao,  it  seems, 
in  L.  Paul  Bremer  III.  the 
U.S.-installed  chief  of  the 
Coalition’s  occupation  of 
Iraq.  The  Hundred-Flow¬ 
ers  Bremer  says  he  “wel¬ 
comes”  the  explosion  of 
homegrowTi  newspapers 
in  Baghdad.  But  the 
Hundred-Hammers 
Bremer  is  authorizing  the  creation  of  a 
strict  “code  of  conduct”  for  the  Iraqi  me¬ 
dia  —  and  talking  of  “registering”  news¬ 
papers  and  broadcast  news  operations. 

In  a  twisty  bit  of  Orwellian  double¬ 
speak  quoted  the  other  day  by  Washing¬ 
ton  Post  staff  w-riter  Sharon  Waxman. 
Bremer  said  the  U.S.  occupation 
authoritv’  wasn’t  trying  to  censor  or  con¬ 
trol  the  Iraqi  press,  just  “establish  ...  some 
orderly  process  by  which  one  registers  a 
newspaper  or  magazine,  as  you’d  have  in 
any  other  country  .” 

Any  other  country  ?  Does  Bremer  really 
not  knoyv  that  in  free  nations  —  such  as 
the  one  that  proyides  his  paycheck  — 
newspapers  and  magazines  do  not  ask 


government  permission  to  publish,  that 
TV  and  radio  journalists  do  not  need  a 
bureaucrat’s  rubber  stamp  to  report?  The 
countries  that  “register”  newspapers  are 
invariably  the  ones  that  stifle  free  press: 
think  Zimbabwe,  Vietnam,  Saudi  Arabia, 
Eritrea,  Cuba.  It’s  a  depressing  list  of  au¬ 
thoritarianism  you  would  think  Bremer 
would  not  w’ant  to  force  Iraq  to  rejoin. 

Of  course,  Bremer  claims  he  only  w-ants 
to  root  out  “hate  speech,”  of  which  there 
are  numerous  unfortunate  examples  in 
the  new  Iraqi  press.  One  particularly  odi¬ 
ous  new'  paper  fabricated 
an  account  of  a  gang  rape 
by  U.S.  Marines,  another 
trotted  out  excerpts  from 
the  old  anti-Semitic  for¬ 
gery'  “The  Protocols  of 
the  Elders  of  Zion.” 

Those  poisonous 
publications  are  more 
than  drowned  out  by- 
dozens  of  dailies  and 
weeklies  in  Baghdad  that  reflect  nearly 
eveiy-  ideological  and  religious  opinion,  as 
yvell  as  some  trying  only  to  report  the 
local  news.  It  is  these  serious  papers  that 
need  to  be  supported.  Training  on  profes¬ 
sional  standards  can  be  organized  by  such 
non-govemment  press  liberty'  organiza¬ 
tions  as  Article  19,  Reporters  Without 
Borders,  or  the  World  Association  of 
New  spapers.  Baghdad’s  new  press  should 
not  be  subject  to  an  occupation  “code  of 
conduct”  that  shackles  the  internationally 
recognized  right  to  freely  express  and 
receive  information  and  opinion  —  and 
that  might  later  be  used  by  a  future  Iraqi 
government  to  legitimize  government 
censorship. 


L.  Paul  Bremer 
III  is  authorizing 
the  creation  of 
a  strict  “code 
of  conduct”  for 
the  Iraqi  media. 
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PARTI 

Convergence  in  Theory 


New  FCC  rules  allow 
mere  air  play  for 
newspapers.  But  will 
buying  breadcast 
ever  live  up 
to  tbe  bype? 


BY  MARK  FITZGERALD  AND  LUCIA  MOSES 


ILLUSTRATIONS  BY  AYA  KAWANO 


For  the  newspaper  industry,  the  time  has  come  at 
last  to  put  up  or  shut  up  about  broadcast  cross-owner¬ 
ship.  Like  claim  jumpers  ahead  of  a  land  rush,  many 
chains  and  independent  papers  had  already  declared 
their  strategic  intentions  in  the  months,  even  years, 
before  the  bitterly  divided  Federal  Communications  Commission 
(FCC)  voted  June  2  to  eliminate  the  ban  on  common  ownership 
of  a  daily  newspaper  and  TV  or  radio  stations  in  about  180  of  the 
nation’s  210  DMAs  (designated  market  areas). 


Some  companies  have  long  insisted  they 
would  remain  newspaper  pure-plays,  while 
others  went  ahead  and  bought  TV  stations 
where  they  had  papers,  anticipating  the 
demise  of  the  28-year-old  prohibition. 

The  ban  is  gone  now  —  awaiting  the 
outcome  of  congressional  wTangling  —  but 
it  remains  unclear  just  how  successful,  and 
widespread,  convergence  with  broadcast 
will  prove  to  be  in  the  newspaper  industry, 
even  if  the  rules  go  through  exactly  the  way 
the  FCC  plans  (see  page  19)- 
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NEXT  WEEK 

Convergence 
IN  Action 


“I  think  this  is  really  going  to  be  fascinat¬ 
ing,”  says  Michael  Steppe,  chief  invest¬ 
ment  officer  of  Brookfield  Investment 
Partners  in  the  Milwaukee  suburb  of 
Brookfield,  Wis.  “We  don’t  know  yet  how 
this  is  going  to  play  out.  I  think  all  of  us  — 
analysts,  people  in  [newspapers  and 
broadcast],  everybody  —  is  struggling  to 
try  to  figure  this  out.” 

Cross-ownership  could  play  out  any 
number  of  ways.  It  might  fulfill  all  the 
promises  its  proponents  make  for  it,  from 
boosting  newspaper  circulation  and 
revenues  to  reversing  the  sinking  state  of 
broadcast  news.  Some  analysts  already 


think  it  could  be  so  successful  as  to  create  a 
kind  of  “cross-ownership  compulsion”  that 
pressures  pure-play  newspaper  companies 
to  get  into  broadcast  convergence,  whether 
they  want  to  or  not. 

On  the  other  hand,  broadcast  success 
could  prove  elusive.  Cable,  satellite,  and 
the  Web  are  already  chipping  away  at  the 
broadcast  TV  market.  New  compression 
technologies  could  expand  the  number  of 
channels  further,  fractionalizing  the  televi¬ 
sion  audience  into  ever-smaller  niches. 
Might  today’s  early  adapters  of  cross-own¬ 
ership  become  tomorrow’s  emulators  of 
Lee  Enterprises  or  Pulitzer  Inc.,  chains  that 


.sold  off  all  their  TV  properties  —  and  put 
the  cash  to  work  buving  newspapers? 

This  uncertainty  is  perhaps  the  oddest 
part  of  business  dvnamic  loosed  by  the  end 
of  the  cross-ownership  ban. 

After  all.  there  are  plenty  of  examples  of 
big  newspaper  companies  operating  dailies 
and  broadcast  in  the  same  market,  either 
because  they  were  grandfathered  in  before 
the  ban  was  impo.sed  in 
1975,  or  because  they 
bought  a  TV  station  with 
plenty  of  years  left  before 
its  license  was  up  for 
renewal. 

The  media  company 
that  Steppe  watches  closest.  Journal 
Communications,  already  publishes  a  daily 
and  operates  highly  rated  radio  and  televi¬ 
sion  stations  in  its  headquarters  city  of 
Milwaukee.  Broadcast  convergence  does 
not  arrive  as  an  unknown,  like  videotex  — 
an  e.xpensive  and  failed  experiment  that 
burned  the  few  companies  that  invested 
heavily  in  it  —  or  like  the  Web,  an  even 
more  radical  technological  and  business 
departure  that  was  eventually  embraced  by 
virtually  eveiy  daily  paper. 

J.  Stewart  Brvan  III,  chairman  and  CEO 
of  Media  General,  says  the  company’s 
grandfathered  newspaper  and  TV  cross¬ 
ownership  in  Tampa,  Fla.,  proves  that  con¬ 
vergence  leads  to  better  journalism,  and 
hence  improved  financial  performance. 
“When  quality  improves,  circulation  and 
audience  share  increa.se,  all  of  which  cre¬ 
ates  revenue  growth,”  he  said  in  a  speech  at 
the  annual  shareholder's  meeting  in  May. 

For  them  and  others  already  waist-deep 
in  convergence,  the  ban’s  end  is  a  non- 
event.  Gil  Thelen,  acting  publisher  and 
senior  vice  president  of  The  Tampa  Tri¬ 
bune,  said  in  late  May  of  the  converged 
newsroom  there,  “The  expected  decision 
will  probably  affect  the  News  Center  less 
than  most  other  media  in  Tampa.”  If  there 
is  pressure,  he  believes,  it  will  be  on  non- 
converged  media  that  will  find  it  harder 
to  retain  employees  who  want  to  learn 
multimedia. 

Among  some  newspaper  companies, 
however,  this  familiaritv'  has  bred 
.something  resembling  contempt. 

Times-Shamrock  Communications, 
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CENTURV. 


pertise;  radio  and  TV  stations  sell  for 
multiples  that  look  high  compared  to 
newspapers,  and  the  cost  of  mandatory' 
installation  of  digital  signals  to  broadcast 
TV  plays  havoc  with  return-on-invest¬ 


situation.  “We’re  not  planning  on  it,”  he 
says.  “Radio  economics  is  very  different. 
I’m  not  sure  how  comfortable  our  pub- 
Ushers  would  feel” 
i  with  a  radio  cross¬ 


for  instance,  already  owns  three  radio 
stations  spread  over  six  licenses  serving 
Scranton/Wilkes-Barre,  Pa.,  where  it 
publishes  the  a.m.  Tribune  and  the  p.m. 
Scranton  Times.  Final  details  in  the  FCC 
rules,  which  are  due  next  month,  may 
allow  the  company  to  buy  at  least  one 
additional  radio  station  in  the  market, 
and  perhaps  more.  So  how  is  co-owner 
William  Lunette  reacting  to  the  end  of  the 
cross-ownership  ban?  He’s  not  in  a  rush. 

The  company,  he  says,  might  buy  an¬ 
other  Scranton  station.  It’s  not  yet  clear  if 
the  FCC  rules  will  permit  cross-owner- 
ship  by  the  papers  Times-Shamrock  pub¬ 
lishes  in  such  smaller  Pennsylvania  towns 
as  Towanda  and  Shamokin,  but,  again, 
Lynette  says  he’s  not  losing  sleep  over  the 


**The  expected  [FCC]  decision  will  probably 
affect  the  News  Center  less  than  most  oth¬ 
er  media  in  Tampa.”  —  GIL  THELEN  /The  Tampa  Tribune 


ment  (ROI)  calculations. 

Perhaps  the  biggest  impediment, 
however,  is  the  perception  that  the 
results  grandfathered  newspapers  are 
getting  from  broadcast  convergence  have 
so  far  been,  if  not  {continued  on  page  17} 


ownership  arrangement,  he  adds. 
“They’re  doing  very  well  as  they  are.” 

There  are  many  reasons  that  cross- 
ownership  fever  has  not  taken  hold  uni¬ 
formly  across  the  newspaper  industry: 
Many  companies  have  no  broadcast  ex¬ 


1 2  property,  there’s  a  fair 

1 1  ll  amount  of  competition 

for  it.”  Mike  Blinder, 

president  of  the  Blinder  Group,  a  Tampa, 
Fla-based  multimedia  sales  consultancy, 
similarly  says  that  as  much  as  he  likes  the 
idea  of  newspapers  being  able  to  cross-sell 
with  radio,  “I  don’t  see  a  lot  of  leftovers  in 
the  markets  I’m  in.” 

Scott  A.  Stawski,  client  executive  with 

I  the  media  practice  of  Jersey  City, 
NJ.-based  Inforte,  says  newspapers 
are  too  late  to  the  game.  “The 
difficulty  in  radio  is  that  companies 
like  Clear  Channel ...  have  proven 
that  what’s  most  beneficial  is  to  own 
four  or  five  radio  stations  in  a  given 
market,  and  these  [new]  cross-own¬ 
ership  rules  really  do  not  allow 
1^ j  newspapers  to  do  that.” 

4  As  with  TV,  the  papers  looking  at 
K  radio  tend  to  be  those  who  already 
I  ■  own  it  and  appreciate  the  basic 
Mi  differences  between  the  media. 
While  both  are  predominately 
driven  by  local  advertising,  they 
serve  different  kinds  of  advertisers  and 
readers,  says  James  C.  Goss,  an  anal>'st 
with  Barrington  Research  in  Chicago. 

Ken  Marlin,  managing  partner  at  New' 
York  investment  bank  Marlin  &  Associ¬ 
ates,  says,  “Newspapers  are  fundamental¬ 
ly  about  news,”  while  radio  makes  money 
“by  playing  music,  which  has  got  nothing 
to  do  with  the  business  of  the  newspaper. 
If  you’re  going  to  buy  a  business,  you 
better  understand  the  business.” 

—  Lucia  Moses 


IN  THEORY,  OWNING  A  RADIO  STATION  Operating  experience  in  radio,  and  station 
in  the  same  market  makes  a  lot  of  prices  are  likely  to  scare  off  would-be 
sense  for  newspapers,  especially  for  buyers, 
ones  in  small-  to  medium-sized  markets  Major  radio  players  already  have 
where  there’s  no  logical  TV  station  to  buy.  scooped  up  many  of  the  market-leader 
Radio  can  cross-sell  with  and  promote  the  stations.  Since  the  signing  of  the  Telecom- 
newspapers  over  the  airwaves,  and  news-  munications  Act  of 1996,  the  number  of 
papers  can  provide  news  content  to 
staff-poor  radio  stations.  John 
Cribb,  principal  broker  at  Cribb  & 

Associates,  Bozeman,  Mont.,  In 

predicts  that  because  of  radio’s  1 1 

popularity  among  young  and  ^  ^ 

Hispanic  audiences,  for  example, 

matchups  between  newspapers  '  ^ 

and  radio  will  be  the  “hot  new  deal.” 

Frank  H.  Shepherd,  president  and 

CEO  of  21st  Century  Newspapers  * 

Inc.  in  Pontiac,  Mich.,  will  be  ex-  ^ 

ploring  all  broadcast  opportunities  i 

in  the  Detroit  area,  where  he  owns  a  iS 

string  of  suburban  pap)ers.  “I  think  21st  Century  Newspapers  Inc.  President/CEO  Frank 
it’s  more  of  a  defensive  move  to  pro-  Shepherd  calls  cross-promotion  options  "a  huge  plu 
tect  our  market  share,”  he  says.  “Anytime  owners  has  declined  34%,  while  the  two 
you  own  multiple  media,  you  can  shake  biggest  groups.  Clear  Channel  Communi- 

out  duplicative  expenses.”  The  ability  to  cations  and  Cumulus  Broadcasting  Inc., 
cross-promote,  he  adds,  is  “a  huge  plus.”  went  from  owning  less  than  65  stations 
But  are  newspaper/radio  deals  the  Next  apiece  to  about  1,200  and  250,  respective- 
Big  Thing  —  or  just  a  broker’s  fantasy?  ly,  according  to  an  FCC  study. 

When  all  is  said  and  done,  despite  the  “Given  the  amount  of  consolidation 
industry’s  lobbying  for  dropping  the  ban,  that’s  taken  place,  there’s  not  an  abun- 

few  papers  will  likely  take  advantage.  dance  of  properties  available,”  says 

Why?  Some  of  the  same  reasons  that  Thomas  J.  Buono,  CEO  of  BIAfii,  a 

newspapers  won’t  be  buying  TV  stations  Chantilly,  Va.-based  media  investment 

en  masse  apply.  Most  publishers  lack  b2mk  and  consultancy.  “If  you  can  find  a 
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of  C'ltmiiiunity 
Newspapers 

i  heck  tntr  references 

(2I4»  265-M34NI 

r»d  nKfcWnbwchwr 

Kickeiihacher 

Media 

1  IK’nco  l>r  .  I>;illii 

IS.  r\  7522.S 

\\  w  \s  .ric  ken  hue  here 

nci.li;i  .einii 

C.  BERKY  &  ASSOCIATES.  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
123  NW  13th  St..  Suite  214-7 
Boca  Raton,  FL  33432 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


America's  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
www.mediamergers.com 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/^idwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Plains/Central 
(913)  897-4790 
Bill  Eubank,  Southwest/South 
(832)  594-8263 
Mike  Bradley,  New  England 
(508)  563-2835 
www.mediamergers.com 

BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers' 

(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE.  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta.  GA  303283236 
(404)  9987088  Fax  (404)  9987089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 


NEWSPAPER  APPRAISERS 


NEWSPAPERS  FOR  SALE 


NORTH  TEXAS  WEEKLY,  good  demo¬ 
graphics,  gross  with  printing  near  $300K, 
bargain  at  $175K.  Also  others.  Bill  Berger, 
Associated  Texas  Newspapers  (512) 
4783950.  1801  Exposition,  Austin,  TX 
78703. 

SOUTH  EAST  MICHIGAN  metro/suburban 
weekly  group:  3  papers,  revenue  =  $600K. 
CITY  MAGAZINE  (KS):  well  established, 
beautifully  produced,  revenue  =  $400K. 

Call  (847)  3587675  for  more  information 
or  visit  www.hebbardmedia.com 


-EQUIPMENT  &  SUPPLIES- 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/(3uipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-%56 

CLOSING  UP  SHOP  NO  REASONABLE 
OFFER  REFUSED 

MC  CAIN  model  1500  stitcher/trimmer. 
Four  pockets.  Good  condition  CUS- 
TOMBUILT  model  TK300  3-knife  trimmer. 
Can  be  used  online  or  offline.  STEPPER 
TAPER.  Keeps  your  mail  products  intact  by 
applying  tape  across  open  end  after 
inserting.  Can  be  used  online  or  offline.  Call 
(516)  4286174  E-mail:  rlf629@optonline.net 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  8587945 
Fax:  (508)  8587951 
tconn3317@aol.com 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood.  Counter 
Floor.  &  Wall. ..We  Have  H  All 


CH  Now  (800)  243-3999 
Fax  (818)  764-5372 

NATIONAL  NEWSVEND 

7324  Greenbusii  Avenue 
NH,CJI.  91605 


Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 


John  Chhh  •  Jim  Hicks 
Tom  karavakis  •  Gary  Greene 


CRIBB 

&  ASSOCIATES 

PutblicatkMi  Brok@r«gc  A  Appf  t— I 


104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 


_ PREPRESS _ 

FOR  SALE 
CLOSING  UP  SHOP 
NO  REASONABLE  OFFER  REFUSED 

ECRM  45C)8EV-Jetsetter  18'  Imagesetter 
with  punch  and  on-line  processor.  Includes 
RIP  with  dual  hard  drives,  PC  and  Mac 
workstations,  HP  Designerjet  25(X)  CP 
printer,  Tektronix  780  Phaser.  Call  (516) 
4286174  E-mail:  rlf629@optonline.net 


-EQUIPMENT  &  SUPPLIES- 


PRESSES 


8/U  1987  HARRIS  V25  21.5  x  36’ 
21.5x36  “  w/jF4  folder  w/double  parallel 
w,TQF-2  qtr  folder;  all  cylinders  recondi¬ 
tioned  and  new  bearers  in  2000; 
Count-8Veyor;  Mosca  strapper;  can  be 
seen  running;  must  sell;  best  offer,  call 
John  Newman,  (913)  6381040 

DONT  SELL  YOUR  PRESS 
Until  You  Contact 
Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses' 
PRESSES  WANTED:  HARRIS  V25  V22 
VISA  VI 5D  or  845;  KING  Process  Color 
or  Daily;  (iOSS  Conxnunity  Urbanite 
Metro;  SOLNA  D30  C% 

Tel;  (913)  648-2000 
Fax:  (913)  648-7750 

PRESSES 

•  Goss  3:2  Folders  23  9/10',  22  3/4’, 

22’.  21  1/2’,  21’ 

•  New  or  Rebuild  Goss  R.T.P.  42’  +  45’ 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 

SELLING.  REBUILDING. 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 
INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
For  a  complete  list  of  presses 
(913)  492-9050  or  (913)  492-6217 
www.inlandnews.com 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  6482856 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER  ’ 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PRE-PAID  Experts” 

Horace  Southward/Eric  Southward 
(800)  9588475»www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  (Xiality  plus 
(Juantity  sales!  Phone:  (732)  7385100 
FAX;  (732)  7385115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 
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-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


NEWSPAPER  SUBSCRIPTION  SALES 

Starts  'Upgrades 'Stop-Savers  Verification 
John  Dinan 
(800)  650-7183 
www.Circulationlll.com 

NEWSPAPER 

TELESALES 

LEVIS 

(800)  884-9511 

Email:  DickLevis@Telespherel.com 
or 

www.Telespherel  .com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 

TARGET  YOUR  HISPANIC  MARKET 

English  newspapers  to  Spanish  speaking 
households.  Untapped  market,  with  excellent 
results.  Contact:  Northwest  Circulation 
Sales,  Inc.  at  800404-6926 

WESTPARK  DIRECT 

Intelligent  Circulation  Marketing 

www.westparkdirect.com 

COIVIPUTER  SOFTWARE 

SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 

CONSULTANTS 


Improve 

your 

profit 

ability 


’)EN.\R^) 

(iliOlT 


Consultants 
to  America's 
premier  newspapers 


ILLUSTRATOR/GRAPHIC 
_ ARTIST _ 

“Save  Money!  Affordable  made-to-order 
graphics  and  illustrations  at 
www.dailynewsgraphics.com/ep 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 
www.pressroomcleaners.com 


ACCOUNTING 


ASSISTANT  CONTROLLER 
Wilmington,  Delaware 

National  publishing  company  is  seeking  an 
assistant  controller  for  a  new  newspaper 
shared  service  center  to  take  an  active  role 
in  developing  and  staffing  their  Accounting 
Department.  Assistant  Controller  will  report 
to  Controller. 

Ongoing  responsibilities  will  include  over¬ 
seeing  the  integrity  of  financial  information 
and  managing  financial  and  statistical  repor¬ 
ting;  payroll  processing  and  payroll  taxes; 
accounts  payable;  budgeting  and  business 
analysis. 

Perform  in-depth  financial  analyses  on  a 
monthly  basis  and  special  projects  as  re¬ 
quested  by  senior  management.  Develop 
ways  to  improve  best  practices  and  stand¬ 
ards  among  the  entities  and  maintain  internal 
control  procedures.  Coordinate  accounting 
issues  internally  with  all  the 
entities  and  with  outside  auditors. 

The  successful  candidate  will  be  a  CPA  with 
at  least  five  years  of  accounting  management 
experience.  Newspaper  publishing 
experience  is  required.  Strong  computer 
and  analytical  skills  are  essential,  as  well  as 
proficiency  with  spreadsheets  and  automated 
accounting  packages  (PeopleSoft.)  Excellent 
interpersonal,  management,  administrative 
and  communication  skills  are 
required.  Shared  service  center  experience 
is  helpful. 

Send  your  resume  with  salary  history  and 
requirements  to  our  accounting  firm  by: 

E-mail:  sdaniels@pscherer.com 
Fax:  (212)  588-2470 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 
www.editoraiidpublisher.com 


Sometimes  our  light  goes  out  but  is 
blown  into  flame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

-Albert  Schweitzer 


-HELP  WANTED- 


ADMINISTRATIVE 


We  are  seeking  qualified  candidates  for  the 
open  Publisher  position  at  The  Rec¬ 
ord-Courier,  a  twice  weekly  newspaper  in 
Minden/Gardnerville,  Nevada,  situated  in 
the  beautiful  Carson  Valley/Lake  Tahoe  re¬ 
gion. 

In  addition  to  serving  as  Publisher,  the  right 
person  will  be  a  key  executive  within  Tahoe 
Carson  Area  Newspapers.  You  will  be  a 
key  community  leader  in  the  Carson  Val¬ 
ley/Lake  Tahoe  area.  The  market  is  a 
mountain  of  potential  and  you  will  be  asked 
to  contribute  your  creativity  and  excellence 
to  The  Record-Courier  and  its  related  publi¬ 
cations. 

We  seek  a  Publisher  who  is  committed  to 
journalistic  and  financial  success,  and  who 
can  effectively  work  with  a  team  of  commit¬ 
ted  executives  who  lead  our  other  newspa¬ 
pers  in  this  dynamic  market.  Your  newspaper 
will  be  printed  on  state-of-the-art  presses  and 
you'll  lead  your  newspaper  in  offices 
in  downtown  Gardnerville. 

Tell  us  why  you  should  be  the  next  publisher 
of  The  Record-Courier.  Look  at  our  market 
and  tell  us  how  you  would  succeed.  Then, 
send  the  usual  resume  along  your  earnings 
expectations  and  professional  references  to 
Peter  Starren,  Group  Publisher, 
Tahoe-Carson  Area  Newspapers,  580  Mallory 
Way,  Carson  City,  NV  89701 . 


_ ADVERTISING _ 

ADVERTISING  DIRECTOR 
Central  Florida  daily  in  growing  market 
seeks  Advertising  Director  with  demonstrat¬ 
ed  experience  in  competitive  environment. 
Apply  to  HR  Director,  The  News  Chief,  P.O. 
Box  1440,  Winter  Haven,  FL  33882,  or  apply 
online  to  publisher@newschief.com. 

ADVERTISING  SALES  MANAGER 
Tri-State  Pennysaver  of  Westchester 
County,  NY  seeks  a  second  qualified  person 
to  help  our  sales  team  grow.  You  will  work 
in  the  field  with  a  small  group  of  experienced 
and  inexperienced  outside  sales  reps 
upselling  and  creating  new  business. 
$60K-$100K  commission  with  ability.  Plus 
bonus  and  benefits.  FAX  resume  to: 

(914)  347-0219 

GOOD  JOBS 
NICE  TOWNS 

See:  www.wickcommunications.com 

LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 


ADVERTISING 


DIVISIONAL  SALES  MANAGER 
The  Las  Vegas  Review  Journal  and  Las 
Vegas  Sun  (NV),  JOA  newspapers,  seeks  an 
experienced  advertising  sales  professional 
to  join  our  management  team  in  the  local 
retail  ad  department.  Live  and  work  in  one 
of  the  most  exciting  cities  in  America. 

This  successful  leader  will  have  a  minimum 
3-5  years  sales  experience  on  a  daily  metro 
newspaper  with  supervisory/management 
responsibilities.  If  you  can  sell  with  enthusi¬ 
asm,  have  the  ability  to  handle  a  number  of 
assignments  simultaneously,  know  how  to 
motivate  sales  people  and  have  the  experi¬ 
ence  to  coach  and  mentor  an  experienced 
sales  staff,  we’d  like  to  hear  from  you. 

You  will  join  a  leading  edge  company  with 
shoppers,  alternative  publications,  mail  pro¬ 
grams,  Spanish  language  publications  and 
magazines.  Learn  and  grow  with  us. 

Send  your  resume  to: 

Las  Vegas  Review  Journal 
P.O.  Box  70,  Las  Vegas,  NV  89125-0070 
Pre  employment  drug  testing  required 
We  are  an  EOE 


RETAIL  ADVERTISING  MANAGER 
The  Record,  the  newspaper  serving  the 
growing  metro  Stockton,  California  area,  is 
looking  for  a  sales  leader  to  manage  major, 
local  and  national  advertising  divisions  with 
a  staff  of  20-^. 

If  you  have  a  successful  career  in  advertising, 
including  managing  a  sales  force,  developing 
successful  sales  strategies  and 
partnerships  with  advertising  customers, 
you  will  find  an  outstanding  opportunity 
here.  You  must  possess  analytical  skills  to 
manage  resources  and  budgets. 

Apply  by  sending  your  resume  to:  Dave 
Winegarden,  SVP  Sales/Marketing,  The 
Record,  P.O.  Box  900,  Stockton  CA 
95201,  or  E-mail:  davidw@recordnet.com. 
The  Record  is  an  affiliate  of  Ottaway  News¬ 
papers,  Inc.,  a  division  of  Dow  Jones. 

CLASSIFIED  MANAGER 
Looking  for  an  opportunity  to  shape  your 
own  sales  department?  The  Daily-News,  a 
Lee  Enterprises  newspaper,  located  in 
beautiful  SW  Washington,  has  an  immediate 
opening  on  our  management  team  for  an 
experienced  professional  to  inspire  and 
lead  our  sales  team. 

It  you’re  loaded  with  sales  ideas,  we  want 
to  talk  to  you.  In  addition  to  your  resume 
and  references,  include  a  cover  letter  high¬ 
lighting  your  successes  and  send  it  to: 

The  Daily  News,  P.O.  Box  189,  Longview, 
WA  98632.  Or  E-mail:  pyork<^dn.com 


CLASSIFIED 
ADVERTISERS 


If  you  don’t 
see  a  category 
that  fits  your  needs 
please  call  us  at  888.825.91  49. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 
- details  at  www.editorandpublisher.com 


14  EDITOR& PUBLISHER  CLASSIFIEDS  JUNE  23,  2003 


www.editorandpublisher.com 


Phone:  1-888-825-9149  ~  CLASSIFIED  ADVERTISING 


~  Fax :  (646)  654-5312 


MGOLDEN(ffi  EDlTORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ADVERTISING 


VICE  PRESIDENT 

SALES  &  NEW  BUSINESS  DEVELOPMENT 
Tribune  Company  is  seeking  a  Vice  President, 
Sales  and  New  Business  Development  to  di¬ 
rect  advertiser  marketing  and 
sales  at  The  Morning  Call  in  Allentown,  PA. 
This  individual  will  play  a  leading  role  in  the 
development  of  growth  strategies  for  TMC 
and  its  subsidiaries  with  responsibility  for 
advertiser  marketing  and  sales  of  almost 
$100  million  per  year.  Responsibilities  include 
the  development  and  management  of 
a  high  performance  newspaper  sales  organ¬ 
ization  of  1 72  employees,  a  direct  mail  op¬ 
eration  of  25  employees  and  a  cable  adver¬ 
tising  operation  of  32  employees  to  consist¬ 
ently  achieve  growth  objectives. 

The  successful  candidate  will  be  an  experi¬ 
enced  senior  sales  and  marketing  executive 
with  an  outstanding  track  record  of  revenue 
growth  and  success  in  a  complex  publishing 
or  multimedia  environment.  Candidates 
should  possess  extensive  experience  in 
marketing;  sales  strategy;  new  product  de¬ 
velopment;  recruiting,  organizing, 
mentoring  and  motivating  a  high  performance 
sales  team;  client  relationship  building;  and 
cross-functional  management.  Experience 
with  managing  direct  mail  or 
broadcast  sales  experience  is  a  plus. 

Please  E-mail  resumes  to: 

Tribune@trm.brassring.com 
tpc/enp/3 1 99br/lam 
Please  include  the  job  code 
on  any  transmittals 
Equal  Opportunity  Employer 


ART/GRAPHICS 


GRAPHIC  ARTIST:  The  Topeka  Capital-Journal, 
a  60,000  circulation  newspaper 
in  the  capital  city  of  Kansas  is  seeking  a 
highly  motivated  graphic  artist  to  join  our 
staff  full  time. 

We  are  looking  for  a  self-starter  who  can 
create  compelling  and  informative  news 
graphics.  Responsibilities  include  daily 
graphics  and  long-term  enterprise  projects. 
Our  ideal  candidate  must  be  proficient  in 
Freehand  and  Photoshop.  Knowledge  of  3D 
programs  and  reporting  skills  are  a  plus. 
Strong  communication  skills  and  independent 
initiative  are  valued.  We  offer  a  competitive 
wage  and  an  excellent  benefit  package. 

Please  submit  resume  and  portfolio  of  work 
demonstrating  the  qualities  we  seek.  PDFs 
are  preferred.  Send  to:  Human  Resources, 
The  Topeka  Capital-Journal,  616  SE  Jeffer¬ 
son,  Topeka,  KS  66607.  EOE. 


PRODUCTION  MANAGER/ART  DIRECTOR 

Hands-on  supervisory  responsibilities  in 
large  newspaper  shop.  Must  be  Mac  savvy 
with  pagination,  ad  composition  and 
workflow  expertise  and  a  real  talent  for 
graphic  design.  Successful  management 
and  budgetary  experience  essential.  Great 
career  opportunity  in  one  of  the  most  desir¬ 
able  locations  in  the  U.S.  Resume  and  ex¬ 
pectations  to:  Suffolk  Life  Newspapers, 
P.O.  Box  9167,  Riverhead,  NY  11901  or 
FAX:  1631)  369-5930,  Attn:  IBK 

www.editorandpublisher.com 


CIRCUIJVTION 


CIRCULATION  DIRECTOR 
The  Times-Georgian  a  10,000  circulation 
daily  newspaper  with  four  weekly  newspapers 
in  Carrollton  Georgia.  This  position  will 
oversee  a  staff  of  four.  Our  newspapers 
cover  all  areas  west  of  Atlanta  to  the  Alabama 
border.  Carrollton  offers  an  excellent 
lifestyle  with  reasonable  cost  of  living.  You 
can  enjoy  Atlanta,  which  is  45  minutes 
away,  without  being  abused  by  it.  This  fast 
growing  area  offers  excellent  opportunities 
for  circulation  growth.  We  are  part  of  the 
Paxton  Media  Group  of  31  newspapers  of¬ 
fering  excellent  pay  and  benefits.  Send  re¬ 
sume  and  salary  history  to  Tom  Overton, 
publisher.  The  Times-Georgian,  901  Hays 
Mill  Road,  Carrollton,  GA  30117. 

CIRCULATION 

SALES  AND  MARKETING  MANAGER 
The  Observer-Dispatch,  a  45,000  daily  and 
55,000  Sunday  located  in  central  New 
York,  is  seeking  a  Circulation  Sales  and 
Marketing  Manager.  You  will  be  responsible 
for  increasing  market  penetration  and  meet¬ 
ing  circulation  volume  and  revenue  goals. 

Five  years  of  circulation  and  sales  experience 
as  well  as  sound  people  and  organizational 
skills  required.  Marketing  experience 
is  a  plus. 

If  you  want  to  be  part  of  and  grow  within 
America's  largest  newspaper  publisher  in 
the  US,  Gannett,  please  apply  to: 

Observer-Dispatch,  Attn:  Human  Resources 
221  Oriskany  Plaza,  Utica,  NY  13501 
E-mail:  rprocida@utica.gannett.com 

CIRCULATION/PACKAGING  DIRECTOR 
The  Daily  Chronicle  in  DeKalb,  III.,  60  miles 
west  of  Chicago,  is  seeking  a 
detail-oriented  leader.  The  position 
presently  supervises  packaging  and  distri¬ 
bution  for  our  10,000  circulation 
daily/Sunday  paid  newspaper  and  coordi¬ 
nates  with  The  Midweek,  a  30,000  coun¬ 
ty-wide  weekly  newspaper,  also  owned  by 
Pulitzer.  We’re  home  to  Northern  Illinois  Uni¬ 
versity  and  a  great  quality  of  life.  Interested 
candidates  please  E-mail  resume, 
cover  letter  to:  cdoyle@pulitzer.net. 


PUBLISHER 

Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


CIRCULATION 


REGIONAL  CIRCULATION  DIRECTOR 

South  Valley  Newspapers,  publishing  the 
Gilroy  Dispatch,  Morgan  Hill  Times  and  HoF 
lister  Free  Lance,  located  in  the  Silicone 
Valley  of  California  between  Monterey  and 
the  Bay  area  is  looking  for  a  regional  circu¬ 
lation  director. 

This  position  reports  directly  to  the  Publisher 
and  oversees  three  daily  publications 
with  a  combined  daily  circulation  of  nearly 
12,000.  The  successful  candidate  will  have 
progressive  circulation  department  experi¬ 
ence  with  a  small  daily  newspaper,  an  abso¬ 
lute  commitment  to  customer  service,  the 
skills  to  manage  and  motivate  a  team,  ex¬ 
perience  with  TMC  and  non-subscriber  publi¬ 
cations,  and  the  ability  and  drive  to  actively 
sell  newspapers. 

A  competitive  salary  and  benefits  package 
is  offered.  This  is  a  great  opportunity  for 
experienced  District  Manager  to  run  his/her 
own  operation.  For  confidential  considera¬ 
tion,  please  send  resume  and 
compensation  history  to:  Mike  Belles, 
Pacific  Sierra  Publishing,  P.O.  Box  738, 
Merced,  CA  95341. 

Or  E-mail:  belles@pspub.com 


_ EDITORIAL _ 

ASSISTANT  REGIONAL  EDITOR 
The  Dayton  Daily  News,  a  Cox  newspaper  in 
southwest  Ohio,  seeks  an  assistant  regional 
editor  to  join  our  local  news  staff  to  help 
lead  coverage  for  daily,  weekly  and  online 
editions.  The  ideal  candidate  will  have  local 
news  reporting,  line  editing  and  newsroom 
supervision  experience.  Send  resume  and 
examples  of  your  best  work  to:  Regional 
Editor  Chris  Celek,  Dayton  Daily  News,  45 
S.  Ludlow  Street,  Dayton,  OH  45402. 


EXECUTIVE  EDITOR 

ANG  Newspapers,  a  MediaNews  Group  sub¬ 
sidiary,  seeks  a  chief  news  executive  for 
their  group  of  community  newspapers  in 
Northern  California  with  combined 
circulation  total  300K  +  daily  and  Sunday. 
Additional  responsibilities  include  consulta¬ 
tion  for  editorial  quality  control  and  content 
development  for  broader  Northern 
California  group  comprising  9  additional  dai¬ 
lies  plus  various  weeklies  and  niche  publica¬ 
tions.  Will  directly  supervise  local  editors 
and  section  editors  of  5  award  winning 
community  dailies  in  the  San  Francisco  Bay 
Area. 

Must  have  a  commitment  to  community  and 
local  journalism  that  fulfills  the  community 
readers’  needs  and  an  energetic  leadership 
style  which  guides  setting  editorial  policy, 
direction,  coverage  and  content.  Minimum 
of  10  years  experience  in  executive  news 
management  preferred. 

Exceptional  financial  package  that  includes 
an  attractive  MBO  program  and  a  compre¬ 
hensive  benefits  package,  car  allowance, 
and  more.  Salary  commensurate  with  expe¬ 
rience  and  education. 

Send  cover  letter,  resume  and  salary 
history  to:  ANG  HR  Dept.,  P.O.  Box  28884, 
Oakland,  CA  94604  or  E-mail: 

hr@angnewspapers.com 


EDITORIAL. 


MANAGING  EDITOR 
UNIVERSITY  OF  FLORIDA 
The  University  of  Florida,  Department  of  Pa¬ 
thology,  Immunology  and  Laboratory  Medi¬ 
cine,  is  recruiting  for  a  Coordinator,  Infor- 
mation/Publications  Services  2  who  will 
serve  as  the  managing  editor  of  a  major 
scientific  journal. 

In  concert  with  the  )ournal,  editor  will  develop 
and  administer  procedures  and  policies 
for  daily  operation  of  the  editorial  office. 
Working  with  the  publisher  and  electronic 
publishing  format,  will  oversee  processing 
of  all  submitted  manuscripts,  their  review 
and  final  disposition. 

Additional  duties  include:  will  remain  in  con¬ 
stant  contact  with  affiliated  staff,  especially 
publisher  and  associate  editor  to  monitor 
flow  of  manuscripts,  reviews  and  decisions 
that  are  critical  to  the  operation  of  the  edi¬ 
torial  office:  and  will  oversee  the  flow  of 
galley  proofs  and  page  proofs  between 
publisher,  author  and  editorial  office  to  en¬ 
sure  production  schedules  are  observed. 
Minimum  qualifications:  Master’s  degree  in 
appropriate  area  of  specialization  or  Bache¬ 
lor’s  degree  in  same  plus  two  years  of 
full-time,  relevant  experience.  Expected 
starting  salary  range  is  $32,000  -  $45,000, 
commensurate  with  experience. 

Submit  a  cover  letter  referencing 
LP#640600.  and  resume  to: 

Lone  Martin,  Human  Resources 
4th  Floor  Stadium  West,  P.O.  Box  115002 
Gainesville,  FL  32611 
FAX  same  to  (352)  392-7094 
or  E-mail  MS  Word  documents  to: 
lorie-martin@ufl.edu 
by  July  1st,  2(X)3 

If  an  accommodation  due  to  a  disability  is 
needed  to  apply  for  this  position,  please 
call  (352)  392-4621  or  The  Florida  Relay 
System  at: 

(800)  955-8771  (TDD) 
AA/EA/EEO 

WANTED:  EDITORIAL  AND  BUSINESS  STAFF 
to  start  up  new  subscription  weekly  news¬ 
paper  in  Northern  California’s  wine  country. 
Circulation  about  15k.  Salaries  commensu¬ 
rate  with  experience.  Spanish  fluency  a 
plus.  Reply  in  confidence  with  resume  and 
salary  requirements  to  Editor  Search  at 
1325  Imola  Avenue  West  PMB  60.  Napa, 
CA  94559.  EOE.  E-mail  (E&P  Box  33%)  to: 
mmacmahon@editorandpublisher.com 

WRITER 

African  American  weekly  newspaper  seeks 
freelance  writer  for  500  to  1000  word  arti¬ 
cles  on  a  variety  of  topics  of  interest  to  its 
market.  Please  forward  writing  samples,  re¬ 
sume,  compensation  expectations  to: 

Eric  H.  Kearney 

P.O.  Box  29077,  Cincinnati,  OH  45229 


CLASSIFIED  ADVERTISERS: 
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-HELP  WANTED- 


INFORMATION  SYSTEMS 


PROGRAMMER/ANALYST 
The  Press-Enterprise,  the  leading  Inland 
Southern  California  newspaper,  has  an 
opening  for  a  programmer/analyst  in  the  In¬ 
formation  Technology  department.  We  are 
seeking  an  individual  with  experience  in  im¬ 
plementing  and  maintaining  circulation  appli¬ 
cations  in  a  newspaper  environment. 

The  successful  candidate  will  have  strong 
technical  skills,  as  well  as  the  ability  to 
communicate  with  non-technical  end  users. 
Experience  with  Media  Command/GEAC/C-J 
circulation  system  and  COBOL 
programming  language  on  an  Open  VMS 
platform  is  preferred.  Familiarity  with 
UDMS,  Datatrieve,  Perl,  DCL  and  Bourne 
shell  programming  would  be  highly 
desirable. 

We  offer  an  attractive  compensation  package 
and  opportunities  for  advancement. 
Please  send  resume  and  salary  requirements 
to:  The  Press  Enterprise,  Human  Resources, 
3512  14th  Street,  Riverside,  CA 
92501;  or  E-mail:  HR@pe.com  or  FAX: 

(909)  368-9016 


PRESSROOM 


ASSISTANT  PRESS  MANAGER:  2ND  SHIFT 

We  are  a  full-service  commercial  printer 
owned  by  The  Seattle  Times,  in  business 
over  40  years.  We  have  been  a  New  York 
Times  print  site  since  January  of  2002.  Our 
ideal  candidate  has  5-i-  years  supervisory 
experience  in  a  web  press  environment. 
Prefer  KBA,  Goss  or  similar  equipment 
background.  Must  be  highly  organized,  qual¬ 
ity  driven  and  mechanically  inclined.  Salary 
DOE  -I-  excellent  benefits.  EOE.  Qualified 
candidates  send  resume,  cover  letter  and 
salary  history  to:  Rotary  Offset  Press,  6600 
S.  231st  Street,  Kent,  WA  98032.  Attn: 
HR/APM,  or:  FAX:  (253)  813-2932  or: 
hr-rop@seattletimes.com 


PRESSROOM  FOREMAN 

The  Daily  Herald,  a  vital  daily  serving  readers 
in  middle  Tennessee,  is  looking  for  an 
experienced  pressroom  foreman.  This  person 
will  be  responsible  for  the  staffing  and 
operation  of  a  14-unit  Goss  Community 
press.  The  Daily  Herald  has  a  Sunday  circu¬ 
lation  of  14,000  and  is  located  40  miles 
south  of  Nashville.  If  you  qualify  for  this 
great  opportunity,  send  your  resume  to: 

Mark  Palmer,  Publisher 
The  Daily  Herald,  P.O.  Box  1425 
Columbia,  TN  38401 
mpalmer@columbiadailyherald.com 


PRESSROOM  MANAGER/PRESS  OPERATOR 
Central  Florida  daily  /  commercial  division. 
Press  Manager/Operator  for  Goss  Urbinite 
and  Harris  V-15  press  lines.  Send  resume 
to  Human  Resources,  News  Chief,  P.O.  Box 
1440,  Winter  Haven,  FL  33882;  or  by 
E-mail  to;  dwilk@newschief.com 


PRF^SROOM 


PRESS  MAINTENANCE  FOREMAN 

The  Press  Democrat,  a  New  York  Times 
Company  newspaper  in  Santa  Rosa,  Califor¬ 
nia,  has  an  opening  for  Press  Department 
Maintenance  Foreman. 

This  individual  would  report  to  the  Press  De¬ 
partment  Manager  and  direct  and 
participate  in  all  facets  of  production  main¬ 
tenance  and  repair,  including  but  not  limited 
to,  managing  staff  and  work  processes, 
training  and  evaluating,  coordinating  with 
supporting  departments,  preparing  reports, 
ordering  maintenance  materials  and 
supplies,  and  managing  various  pressroom 
protects. 

The  qualified  candidate  should  possess  the 
skills  necessary  to  carry  out  the  responsibil¬ 
ities  listed  above;  have  extensive  mainte¬ 
nance  experience  in  double-wide  offset 
newspaper  presses,  have  strong  mechanical 
and  maintenance  background;  should  be 
computer  literate;  have  excellent  organiza¬ 
tional,  verbal  and  writing  skills;  have  at 
least  three  years  of  pressroom  supervisory 
experience  in  high  quality  deadline  oriented 
environment. 

We  offer  a  competitive  salary  and  an  excel¬ 
lent  benefits  package.  Qualified  applicants 
should  forward  a  resume  and  salary  history 
by  FAX  or  E-mail  to: 

Press  Department  Manager 
FAX:  (707)  521-5365 
E-mail:  jmoore@pressdemocrat.com 


Pressroom  Supervisor 

Join  Philadelphia's  largest 
cold  web  printer  and  earn 

$75,000  Annually 
Performance  Bonus 

Bartash  is  a  7  day,  24  hour  printing 
operation  that  seeks  an  experienced 
pressroom  supervisor  that  has  the 
ability  to  commit  to  tight  deadlines, 
work  under  pressure  while  providing 
excellent  print  quality.  The  supervisor 
has  the  responsibility  to  manage  a 
press  crew  of  20  that  operates  4  press 
lines  Wednesday  through  Saturday 
from  8:00  p.m.  to  8:00  a.m.  The  can¬ 
didate  must  have  experience  with 
on-line  glue  and  trim  books,  multi 
webs  and  extensive  4-color.  Special 
consideration  given  for  experience  on 
Community  and  Tensor  press  units. 
Submit  resume  to: 

Bartash  Printing 
Attention:  Edward  Yucis 
5400  Grays  Avenue 
Philadelphia,  PA  19143 
Phone:  (215)  724-1700 
Fax:  (215)  724-3948 
E-mail:  eyucis@bartash.com 


PRESSROOM 


PRESS  MANAGER 

Cape  Cod  Times  is  located  in  a  spectacular 
ocean-side  resort  area  along  the  Massachu¬ 
setts  coast.  Not  just  a  summer  resort,  the 
Cape’s  natural  beauty,  and  cultural  and  edu¬ 
cational  opportunities  have  grown  its 
year-round  population  to  over  230,(XX). 

The  search  for  a  "spectacular”  press  man¬ 
ager  for  the  Cape  &  Islands  only  daily  news¬ 
paper  is  on.  The  responsibility  for  the  effi¬ 
cient,  nightly  operation  of  our  pressroom  is 
the  key  focus  of  this  position. 

The  pressroom  includes  a  crew  of  1 1  and 
state-of-the  art  equipment  containing  12 
units  of  Goss-Metro,  doublewide  press. 
Newspaper  circulation  is  over  50,000  daily. 
Our  summer  Sunday  edition  often  exceeds 
74,000. 

The  press  manager  reports  to  the  operations 
director.  Primary  responsibilities  include  man¬ 
agement  of  the  press  crew,  budget  prepara¬ 
tion,  scheduling,  maintaining  departmental 
records,  monitoring  and  evaluation  of  em¬ 
ployee  performance,  coordinating  equipment 
maintenance  and  acting  as  liaison  with  relat¬ 
ed  departments. 

This  is  a  hands-on  management  position.  A 
minimum  of  5  years  press  and  5  years  su¬ 
pervisory  experience  is  required.  Mechanical 
abilities  and  comprehensive  knowledge 
of  pressroom  equipment  and  procedures, 
and  the  ability  to  successfully  motivate  the 
pressroom  team  to  production  of 
higfvquality  products  are  also  vital. 

Salary  is  commensurate  with  experience. 
Excellent  benefits  program  available. 
Please  send  a  letter  of  interest,  including 
salary  requirements,  and  your  resume,  by 
July  11,  2003  to: 

Leslie  Terry,  Human  Resources  Manager 
Cape  Cod  Times 

319  Mam  Street,  Hyannis,  MA  02601 
OR  E-mail  same  to: 
lterry@capecodonline.com 


PRODUCTION/TECH 


PRODUCTION  DIRECTOR 

The  Inland  Valley  Daily  Bulletin  in  Ontario, 
California  is  seeking  an  experienced  Pro¬ 
duction  Director  to  manage  a  daily 
operation  and  to  implement  a  strategy  to 
grow  commercial  printing. 

The  person  should  have  3-7  years  of  suc¬ 
cessful  management  experience,  effective 
leadership  and  communication  skills,  the 
ability  to  work  in  multi-functional  production 
areas  and  at  least  2  years  experience  in  ac¬ 
quiring  and  producing  commercial  printing. 

Duties  include,  but  are  not  limited  to,  man¬ 
aging  Prepress  operations.  Facilities  func¬ 
tions  and  Pressroom.  Candidate  must  be 
computer  literate  and  able  to  use 
spreadsheet  programs,  such  as  Excel  for 
budgeting. 

Competitive  salary  based  on  qualifications 
and  experience.  This  position  offers  excel¬ 
lent  benefits  including  401(k)  plan,  medical, 
dental  vision  and  life  insurance. 

Interested  applicants  should  FAX  a  resume 
to  Don  Kay  at:  (909)  384-0928  or 
CALL;  (909)386-3820. 

E-mail:  don.kay@sbsun.com 
An  EOE,  Drug  Free  Workplace 


PRODUCTION/TECH 

PRODUCTION  MANAGER 

Wanted  for  daily  student  newspaper  and 
online  edition.  Supervise  student  editorial 
and  advertising  designers;  experience  in  all 
aspects  of  newspaper  publishing; 
coordinate  commercial  printing  services; 
hardware  and  software  maintenance;  monitor 
production  expenses  and  inventory. 
Knowledge  of  Internet  and  Web  design  help¬ 
ful.  $2469-3624/month. 

Submit  OUR  APPLICATION  to:  H.R. 
Services,  Northridge,  CA  91330-8229. 
For  complete  details  AND  application  visit: 
www-admn.csun.edu/hrs/Employment. 


-POSITIONS  WANTED- 


CIRCULATION 


14  YEARS  of  experience  in  all  phases  of  cir¬ 
culation,  with  keen  eye  on  the  bottom  line. 
Have  provided  growth  in  any  position  I’ve 
held.  Would  prefer  Western  MD;  West  PA; 
North  WVA;  or  East  OH;  for  the  #1  slot  at  a 
25,000  paid  daily  and/or  Sunday.  Would  en¬ 
tertain  the  right  #2  slot.  If  you  want  someone 
who  will  deliver  on  promises,  inquire  at: 
newspapercirculation@hotmail.com 


EDITORIAL 


TOO  MANY  EDITORS  set  up  reporters  to 
fail;  I  only  write  for  ethical  editors.  Age  45, 
based  in  the  West.  Please  send  replies  to: 
Box  3397,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


TOP-NOTCH  FEATURE  WRITER/COLUMNIST 
Northwestern  University  Medill  grad  with  30 
years  as  staffer  and  freelancer  for  nation’s 
top  magazines  and  newspapers,  experience 
covering  business,  finance,  and  technology; 
won  three  national  magazine  awards  for 
print  and  Web-based  commentary  in  last 
two  years,  seeking  challenging  niche  as 
capstone  to  career.  D.  Bartholomew: 

(510)  486-1745;  E-mail:  bartedit@aol.com 


E&P'S  CL7\SSIF1ED 

j!  the  newspaper 
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EDITORer 

PUBLISHER 


ANNUAl  DIRECTORIES 


Order  Your  Editions  Now! 

You’ll  find  everything  you  need  to  know  about  newspapers  around  the  world  in  the 
Editor  &  Publisher  International  Year  Book,  the  encyclopedia  of  the  newpaper 
industry.  PART  1  provides  the  most  up-to-date  data  on  U.S.,  Canadian  and  foreign 
dailies.. .news,  picture  and  syndicated  services.. .equipment/interactive  companies 
and  more!  PART  2  covers  community,  specialty  and  free  publications.  And  PART  3 
is  a  phone  directory  of  all  the  major  players  in  both  daily  and  non-daily  papers. 

Want  to  get  your  hands  on  the  most  comprehensive  data  for  U.S.  and  Canadian 
markets?  Turn  to  the  Editor  &  Publisher  Market  Guide,  the  only  reference  with 
both  quantitative  and  qualitative  data,  including  cost  of  living,  crime  and  quality  of 
life  indices.. .graduation  levels.. .housing  and  rental  rates... relocation  information... 
exclusive  economic  and  demographic  projections  and  much  more! 
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{continued from  page  12}  a  bust,  then 
underwhelming. 

“People  have  to  see  that  it  will  start  to 
work  better  at  the  places  where  there  are 
both  newspapers  and  (radio  or  TV)  to  get 
any  sense  of  confidence  that  it  will  work 
on  a  bigger  scale,”  Steppe  says. 

Come  together,  right  now 

But  newspaper  companies  already  in 
the  cross-ownership  game  beg  to  differ. 
Take  Tribune  Co.,  which  rolled  out  a 
convergence-oriented  national  ad  sales 
network.  Tribune  Media  Net,  not  long 
after  it  bought  the  TV  and  newspapers 
of  the  old  Times  Mirror  Co. 

Some  observers  faulted  Media  Net 


for  a  slow  start,  but  at  Tribune’s  annual 
meeting  last  month,  CEO  Dennis  J. 
FitzSimons  noted  sales  are  accelerating: 

“Revenues  reached 


grow  to  more  than  $70  million  this  year. 

That’s  not  a  huge  amount  for  a  compa¬ 
ny  that  generated  $5.4  billion  in  operat¬ 
ing  revenues  last  year,  but  cross¬ 


more  than  $60  million  ownership  boosters  point  out  that  it  is 

‘‘Revenues  reached  more  than  $60  million 
(in  2002) ...  with  about  half  of  that  in 
cross-media  sales.”  —  DENNIS  RTZSIMONS  /Tribune 


(in  2002)  ...  with  about  half  of  that  in 
cross-media  sales  and  the  rest  in  national 
advertising.  That's  a  big  jump  over  the 
$34  million  of  incremental  revenue  in 
2001.”  Tribune  expects  Media  Net  sales  to 


still  serious  money.  “Seventy  million  is 
not  small  change,”  says  MediaNews 
Group  Inc.  CEO  William  Dean  Singleton, 
“and  Gannett,  I  believe,  is  talking  about 
$8  million  incremental  revenue  in 


Small-town  romancOp  with  a  twist 


Less  than  10  days  after  the  FCC 
unshackled  most  daily  newspapers 
ft-om  the  ban  on  same-market 
ownership  of  broadcast,  news  reports 
prepared  by  reporters  and  editors  at  The 
Baxter  Bulletin,  a  11,126-circulation  daily 
in  Mountain  Home,  Ark.,  began 
airing  on  the  market’s  three 
Dowdy  Communications 
radio  stations. 

These  aren’t  just  quick 
“Here’s-what’s-in-the-Rw/Zetm- 
this-moming!”  promos,  but 
fiill-scale  newscasts  that  run  six 
to  eight  minutes  long  each 
weekday  at  noon  and  5  p.m. 

It  was  exactly  the  kind  of  out¬ 
come  the  industry’s  lobbyists 
had  promised  if  cross-ownership 
restrictions  were  lifted:  Small¬ 
town  papers  would  put  their  edi¬ 
torial  resources  to  work  to 
revitalize  the  local  news  available 
on  the  air.  None  of  the  Dowdy  stations,  for 
instance,  employs  a  single  newsperson. 

Just  one  thing:  the  Bulletin  hasn’t 
bought  the  radio  stations  —  and  doesn’t 
intend  to.  “That  has  never  been  part  of  our 
conversations,”  says  Bulletin 
President/Publisher  Betty  Barker  Smith. 
“It’s  actually  a  fairly  laid-back  arrange¬ 
ment,  if  you  will.  We  don’t  have  contracts 
with  the  stations.  There’s  not  an  exchange 
of  money  or  that  sort  of  thing.”  One  big 
benefit  the  Bulletin  is  getting  from  the 
arrangement.  Smith  says,  is  the  opportu¬ 


nity  to  get  the  paper’s  name  and  personnel 
in  front  of  the  young  audience  that  listens 
to  Dowdy’s  KKTZ,  which  markets  itself  as 
“Rock  Hits  93.5.” 

In  the  post-cross-ownership  era  in 
small  towns,  the  Gannett  Co.  Inc.-owned 


Betty  Barker  Smith,  president/publisher  of  The  Baxter  Bulletin,  At 
right.  The  Janesville  Gazette's  President/CEO  Sidney  H.  “Skip”  Bliss. 

ons,  for  Bulletin’s  strategy  of  getting  cross-promo-  “The  i 

son.  tion  without  cross-ownership  may  be  to  pure! 

’t  more  of  a  model  than  the  broadcast  pur-  come  ar 

)esn’t  chases  metro  dailies  are  planning.  recent  y 

t  of  our  For  one  thing,  m2uiy  papers  remain  owns  ei| 

confused  about  exactly  where  their  market  appears 
Imith.  fits  in  the  limitations  the  FCC  is  keeping  Ironwor 

ige-  in  smaller  markets.  Final  rules  have  not  Wiscons 

itracts  yet  been  released,  but  the  FCC  says  in  Monroe 

change  markets  with  between  four  and  eight  TV  ship  wit 

;  big  stations  —  about  109  markets,  according  the  FCC 

the  to  a  Newspaper  Association  of  America  “I  don’t 

x)rtu-  (NAA)  analysis  —  a  daily  can  own  one  TV  ranging 


L_  _  _  J  station  and  half  of  the 

r  IRv  I  so-called  “radio  limit” 

of  the  market.  If  one 
radio  owner  can  own  four  stations  in  the 
market,  for  instance,  the  daily  could  own 
as  many  as  two.  In  markets  with  three  or 
fewer  TV  stations  —  about  31,  the  NAA 
says  —  cross-ownership  is  still  prohibited, 
except  by  a  waiver  from  the  FCC. 

Sidney  H.  “Skip”  Bliss,  presi¬ 
dent  and  CEO  of  Janesville, 
Wis.-based  Bliss  Communica¬ 
tions,  was  one  of  the  more  ener¬ 
getic  small-market  publishers 
and  radio  station  owners  lobby¬ 
ing  to  do  away  with  all  cross¬ 
ownership  restrictions.  He  calls 
the  June  2  FCC  ruling  a  “kind 
of  mixed  bag”  for  his  chain.  The 
Janesville  Gazette  was  allowed 
to  keep  its  AM  and  FM  radio 
stations  when  cross-ownership 
regulations  were  imposed  in 
1975,  and  on  first  blush,  it  ap- 
f ”  B\\ss  rules  will  permit  the 

Gazette  to  buy  another  station. 

“The  irony  of  it,  is  that  the  opportunity 
to  purchase  the  station  in  this  market  has 
come  and  gone  three  times  already”  in 
recent  years,  says  Bliss,  whose  company 
owns  eight  radio  stations.  So  far,  it 
appears  that  other  Bliss  newspapers,  in 
Ironwood,  Mich.,  and  in  the  smaller 
Wisconsin  towns  of  Marinette  and 
Monroe,  will  be  ineligible  for  cross-owner¬ 
ship  without  a  waiver,  he  noted.  “I  think 
the  FCC  failed  in  their  mission,”  Bliss  says. 
“I  don’t  think  their  decision  was  wide- 
ranging  enough.”  —  Mark  Fitzgerald 
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Phoenix  alone.  And  that’s  with  just  a  very 
few  markets.”  Singleton  spent  much  of  his 
just-ended  chairmanship  of  the  Newspaper 
Association  of  America  lobbying  for  an  end 
to  the  FCC  ban.  (Gannett  Co.  Inc.  got  into 
cross-ownership  in  Phoenix  in  2001  when 
it  bought  Central  Newspapers  Inc.,  joining 
The  Arizona  Republic  to  its  already-owned 
NBC  affiliate,  KPNX.) 

In  effect.  Tribune  achieved  those  results 
with  one  hand  tied  behind  its  back,  argues 
Scott  A.  Stawski,  client  executive  with  the 
media  practice  of  Jersey  City,  N.J.-based 
Inforte:  They  have  not  been  able  to  do 
(convergence)  in  a  true  national  footprint 
because  of  the  FCC  rules.”  With  the  oppor¬ 
tunity  to  expand  to  new  cities  and,  espe¬ 
cially,  create  TV  duopolies  in  big  cities,  he 
says,  success  is  sure  to  come  for  those  com¬ 
panies  that  are  bullish  on  cross-ownership. 

In  fact,  Stawski  says,  the  increases  in 
overall  and  incremental  revenue  that  hig 
newspaper  companies  will  achieve  will 
force  other  chains  to  jump  into  broadcast: 
Those  chains  that  have  publicly  stated 
they  are  not  going  into  (broadcast)  are 
going  to  have  a  hard  time  justifying  that 
stance  to  their  stockholders.”  In  this  view, 
the  circulation  and  household  penetration 
declines  endemic  to  metro  dailies  will 
increase  the  pressure  on  new'spaper  pure- 
play  companies.  “Not  to 
have  a  strategy  of  (oper¬ 


are  doing.  “I  think  it’s  inevitable  there’ll  be 
imitators,  over  time,”  he  says. 

For  the  most  part,  chains  that  adopted 
business  strategies  that  exclude  broadcast 
have  been  content  to  let  the  pro-cross-own¬ 
ership  forces  enjoy  their  victory  over  the 
FCC.  Do  they  think 
they’ll  someday  feel 


ure  cross-ownership’s  success  is  to  count 
the  new  ad  dollars  that  a  company  would¬ 
n’t  get,  if  not  for  its  ability  to  sell  across 
media.  Companies  also  like  to  measure  the 
dollar  value  of  promotional  time  and  space 
donated  to  tout  their  same-market  print 
and  broadcast  outlets.  But  companies  are 
still  at  the  dawn  of  being  able  to  link  audi¬ 


“I  would  be  shocked  if  Lee  returned  to  the 
broadcast  business ...  they’re  such  a  small 

player.”  —  JOHN  MIUER /Ariel  Capital  Management 


pressure  to  get  back  into  TV? 

Pulitzer  President  and  CEO  Robert  C. 
Woodworth  pleaded  the  press  of  business 
in  declining  to  comment  for  this  story,  and 
Lee  Enterprises  spokesman  Daniel  K. 
Hayes  similarly  would  not  be  drawn  out  on 
the  subject:  “We’re  on  record  saying  we’re 
focused  on  newspapers ...  and  I  don’t  think 
we  want  to  venture  too  much  into  ...  just 
speculation.” 

Knight  Bidder,  the  nation’s  second- 
largest  newspaper  chain,  is  the  biggest 
company  taking  a  pass  on  cross-ownership. 
“We  stick  to  our  knitting.  And  we’re  very' 
good  at  it,”  Steve  Rossi,  the  president  of 
Knight  Bidder’s  newspaper  division,  told 
its  annual  shareholder’s  meeting  this 
spring.  Knight  Ridder  dominates  its  local 


On  dominating  their  local  markets  without 
radio  or  TV:  “We  stick  to  our  knitting.  And 
we’re  very  good  at  it.”  —  STEVE  ROSSI  /Knight  Ridder 


ating)  more  media  outlets  and  packaging 
(cross-media  advertising)  is  going  to  be 
hard  to  justify  in  the  future,”  Stawski  says. 

Frank  S.  Gristina,  a  media  analyst  with 
Nashville,  Tenn.-based  investment  bank 
Avondale  Partners,  noted  companies  may 
feel  pressure,  if  only  from  within,  to  diver¬ 
sify  to  grow  their  local  ad  share.  And  over 
time,  if  owning  multimedia  fulfills  its 
potential  by  growing  incremental  revenue 
and  audience  share  —resulting  in  profit 
margin  and  share  price  growth  —  those 
companies  may  become  more  attractive  to 
investors  than  pure-play  newspaper  com¬ 
panies,  he  says. 

Frank  Kalil,  president  of  broadcast  bro¬ 
kerage  Kalil  &  Co.  Inc.  in  Tucson,  Ariz., 
says  pure-plays  may  eventually  reconsider 
their  strategy  as  they  see  what  their  peers 


market  very  effectively  with  print,  he  ar¬ 
gues,  and  soaks  up  fully  “23.5%  of  all  local 
advertising  dollars,  more  than  all  other 
print  sources  combined  and  more  than  the 
aggregate  of  any  other  medium,  including 
all  broadcast  TV,  and  all  radio.” 

Indeed,  Knight  Ridder  has  growm  its 
profit  margin  nicely  over  the  years,  says 
James  C.  Goss,  senior  analyst  with 
Barrington  Research  Associates  Inc.  in 
Chicago.  Cross-ownership,  he  says,  is  “not 
the  only  way  to  play  the  game.” 

Measu  ring  profit  potential 

If  newspaper  companies  remain  skepti¬ 
cal,  it’s  also  because  few  meaningful  yard¬ 
sticks  exist  to  demonstrate  the  benefits 
of  cross-ownership. 

The  most  straightforward  way  to  meas¬ 


ence  growth  back  to  increased  promotions. 

For  the  time  being,  the  end  of  the  cross- 
ownership  ban  will  further  di\ide  the 
newspaper  universe  into  two  camps:  Those 
that  do  cross-ownership,  and  those  that 
won’t. 

At  Lee,  for  instance,  “I  think  their 
decision’s  been  made,”  says  John  Miller,  a 
senior  \ice  president  at  Ariel  Capital 
Management  in  Chicago,  a  Lee  sharehold¬ 
er.  “I  would  be  shocked  if  Lee  returned  to 
the  broadcast  business.  The  reason  they  got 
out  w'as,  they’re  such  a  small  player.” 

Over  the  long-term,  though,  don’t  be 
surprised  if  today’s  cross-ownership  skep¬ 
tics  look  at  it  quite  differently. 

A  little  history'  is  instructive.  Remember 
that  once  upon  a  time,  Gannett  was  a 
pioneer  in  radio;  not  so  long  ago,  it  also 
was  in  cable  and  outdoor  advertising.  In 
fact.  Chairman,  President  and  CEO 
Douglas  H.  McCorkindale  hasn’t  ruled  out 
a  return  to  those  businesses.  The  forerun¬ 
ner  of  Pulitzer  Inc.  was  a  broadcaster  until 
1998,  when  it  sold  its  nine  TV  stations  and 
five  radio  properties  to  Hearst-Argv  le 
Television  Inc. 

Says  Singleton:  “I  think  shareholders 
and  analysts  appreciate  that  management 
knows  best,  and  it’s  going  to  be  up  to 
management.  Some  believe  there’s  an  up¬ 
side  (to  broadcast  convergence)  and  some 
don’t ...  It  comes  down  to  the 
bet  you  want  to  make.” 

After  much  of  the  news¬ 
paper  industry  worked  to 
overturn  the  cross-owner¬ 
ship  ban,  their  prayers  were 
answ'ered  early  this  month. 

But  as  St.  Teresa  of  Avila 
said  in  the  l6th  century, 

“More  tears  are  shed  over 
answered  prayers  than 
unanswered  ones.”  11 


La 
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Senate  may  slew,  not  step 


BY  LUCIA  MOSES 

Convergence  compulsion?  Try 
convergence  confusion.  That’s  the 
state  many  publishers  find  them¬ 
selves  in,  now  that  the  26-year-old  cross¬ 
ownership  ban  has  been  lifted.  Or  has  it? 

Congressional  opposition  to  the  FCC 
deregulation  decision  stoked  fears  among 
deal-makers  last  Thursday  when  a  Senate 
Commerce  Committee 
voted  to  reinstate  the 
cross-ownership  ban  and 
also  revert  to  the  old, 
lower  cap  on  the  number 
of  TV  stations  one 
company  can  own  (the 
more  controversial  aspect 
of  the  deregulation).  The  bill  would,  how¬ 
ever,  let  the  FCC  make  exceptions  in  small 
markets  where  a  merger  with  a  newspaper 
could  save  a  struggling  TV  station. 

“We  were  veiy 
disappointed 
that  the  commit¬ 
tee  w'ould  sum¬ 
marily  attempt 
to  roll  back  what 
the  FCC  has 
studied  now  for 
six  years,”  says 
John  Sturm, 
president  and 
CEO  of  the 
Newspaper 
Association  of 
America.  “Once  again,  newspapers  are 
being  discriminated  against  by  the 
government.” 

The  bill,  sponsored  by  Sens.  Ernest 
Hollings,  D-S.C.,  and  Ted  Stevens,  R- 
Alaska  (with  Sen.  Byron  Dorgan,  D.-N.D. 
authoring  the  amendment  to  reinstate  the 
cross-ownership  ban),  faces  a  very  uncer¬ 
tain  fate  in  the  full  Senate  and  the  House 
of  Representatives.  Still,  John  T.  Cribb, 
principal  broker  at  Cribb  &  Associates 
in  Bozeman,  Mont.,  says  the  uncertainty 
has  helped  stall  two  deals  he’s  involved  in. 

And  Kevin  M.  Lavalla,  managing 
director  at  the  Jordan,  Edmiston  Group 
Inc.,  New  York,  says,  “I  wouldn’t  think 
anyone  would  want  to  spend  a  significant 
amount  on  an  acquisition,  should  things 


revert  back  to  the  way  they  were.” 

But  some  advisors  said  that  despite  the 
Senate  protest,  they're  recommending 
their  clients  pursue  potential  acquisitions 
in  any  case. 

Veteran  brokers  say  thw’ve  seen 
congressional  challenges  to  past  media 
ownership  changes  amount  to  nothing.  As 
they  see  it,  the  June  2  FCC  decision  won’t 
be  changed  immediately,  if  at  all,  and 
deals  made  in  the  interim  will  probably  be 
grandfathered  even  if  they  would  have 
been  prohibited  by  later  modifications. 

“All  the  deals  we’re  doing,  it’s  business 
as  usual,”  says  Frank  Kalil,  president  of 
broadcast  brokerage  Kalil  &  Co.  Inc.  “The 
FCC  has  spoken  on  this.” 

The  congressional  action  adds  to  the 
confusion  already  felt  by  many  publishers 
who  were  baffled  by  how  the  rules  — 
w'hose  final  form  hasn’t  been  released  — 
apply  to  them. 

The FCC 
went  by  televi¬ 
sion  market 
definitions 
when  it  voted  to 
let  newspapers 
buy  same- 
market  broad¬ 
cast  stations  in 
all  but  the 
smallest  mar¬ 
kets.  Some 
small-market 
publishers  aren’t  sure  which  TV  market 
their  papers  belong  to,  and,  therefore, 
if  they  can  take  advantage  of  the  rule 
change. 

“The  bigger  issue  is  figuring  out  what 
the  rules  are,”  says  Philip  W.  Murray, 
senior  vice  president  at  the  Dirks,  Van 
Essen  &  Murray  newspaper  brokerage  in 
Santa  Fe,  N.M. 

“Several  publishers  are  asking  me  how 
these  markets  are  being  defined,”  Cribb 
says.  “I  really  do  think  you  have  a  bunch  of 
people  who  thought  they  had  it  all  figured 
out,  and  now  they  don’t  have  a  clue  how  it 
affects  them.” 

E^P’s  Washington  Editor  Todd  Shields 
contributed  to  thvi  report. 


{continued from  page  3}  before  the  war, 
to  those  of  us  willing  to  search  the  Net  for 
it.  The  complaints  from  the  CIA  and 
British  intelligence  were  reported;  they 
were  out  there  —  they  simply  never  re¬ 
ceived  any  sustained  attention  from  the 
mainstream  press.  I  read  dozens  of  arti¬ 
cles  across  the  Web,  from  a  wide  variety  of 
sources,  in  which  various  officials  ques¬ 
tioned  the  quality  of  intelligence  and  the 
kinds  of  assumptions  being  made  about 
Iraqi  weapons  capacities. 

So,  when  the  flak  started  about  the  intel 
after  the  war,  I  found  myself  in  the  amus¬ 
ing  position  of  already  knowing  more 
than  the  editors  who  claimed  to  be  break¬ 
ing  the  story.  This  was  a  U^pical  main¬ 
stream  press  failure.  There  were 
widespread  leaks  and  complaints  about 
distorted  intel  before  the  war  —  available 
to  anyone  who  wanted  to  find  it.  So  why 
didn’t  they  find  it?  I  did.  And  it’ s  not  even 
my  job. 

RICK  SWARTZ 

Portland,  ME 

AVOICUOTANECHO 

Thank  you  for  saying  what 
needed  to  be  said.  The  media 
certainly  did  not  do  all  if  could  or 
should  in  getting  the  nitty  gritty  on  the 
Bush  administration’s  claim  of  impending 
doom  from  Saddam’s  WMD.  It  is  good  to 
hear  an  honest  voice  coming  from  your  in¬ 
dustry'.  Thank  you  for  being  that  voice. 

MICHAEL  D.  FEIN 
Montreal,  Quebec 

6IVIN6  GOOD  VALUE 

Thanks  for  the  cover  story  on 
the  13  famed  journalists  and  the 
ethics  crisis!  It  was  great  reading 
(“Value  Judgments,”  June  9,  p.  10).  I 
appreciate  all  of  the  time  you  spent  pulling 
that  together. 

DAVE  BERNS 

Las  Vegas  Revieu'-Joumal 

PANTS  OFE,  INDEED 

F  The  Star-Ledger  in  Newark,  N.J. 
does  publish  the  advertisement  using 
names  of  suspected  prostitutes  (“At 
Deadline,”  June  9,  P-  4),  I  certainly  hope 
some  enterprising  young  lawyer  sues  the 
pants  off"  both  the  paper  and  the  police 
department! 
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E.D.  BARBER 
Downers  Groce,  III. 


JU.N'E  2.3,  200.3  EIJITOR A  PUBLISHER  19 


John  T.  Cribb,  left,  Kevin  M.  Lavalla  and  Philip 
Murray  are  among  the  business  deal-makers  trying  to 
make  sense  of  the  new  FCC  rules  on  cross-ownership. 


TE  C  H  N  O  L  O  G  Y 


MORE  CHOICES.  EROM 
MORE  POESSMIIKERS 

At  Nexpo,  Japanese  return  in  force  with  l-by-4, 2-by-6  models 


BY  JIM  ROSENBERG  AND  MARK  FITZGERALD 

LAS  VEGAS 


VISITORS  AND  VENDORS  ALIKE  RETURNED  IN  GREATER 

numbers  to  the  Nexpo  technology  show  and  Su- 
perConference  last  week  in  Las  Vegas,  where  more 
press  manufacturers  offered  a  wider  selection  of 
press  designs,  and  the  federal  tax-cut  package 
with  enhanced  depreciation  deduction  put  some  newspaper  ex¬ 
ecutives  in  more  of  a  buying  mood.  Notable  were  three  more 
straight-only  four-page-wide,  one-around  presses  and  plans  for 
two  space-saving,  high-volume,  six-wide,  two-around  presses  — 
all  designed  as  more  efficient  production  options. 


Goss  International  announced  2004 
availability  of  a  six-wide  Colorliner,  as  a 
76-inch  blanket-to-blanket  tower  mostly 
for  North  America,  and  an  87-inch 
satellite  unit  for  Europe.  In  any 
market,  said  Goss  spokesman 
David  Stamp,  “there 
will  only  be  a  small 
number”  of  newspapers 
able  to  benefit  from 
such  a  press,  which 
it  aims  primarily  at 
those  with  at  least 
half-million 
circulations. 

On  the  4-by-l  Iront, 

Goss  erected  its  earlier-an¬ 
nounced  Uniliner  S,  now 
rated  at  75,000  cph  and 
available  with  digital 
inkers.  In  Australia,  the 
first  customer  has  added 
a  second  tower  to  its 
order.  Goss  also 
promoted  a  “sizable 
business”  in  enhance¬ 
ments,  including  The  SPS  roller 

drives  and  motors  arrangement  can  deliver 
and  DigiRail  inking,  multi-page  spreads. 


which  can  be  tied  to  upgraded  controls. 

Tokyo  Kikai  Seisakusho  also  has  a  6-by-2 
design,  based  on  its  directory  press,  that 
“well  be  building ...  later  this  year,”  said 
National  Sales  Manager  Mike  Shafer. 
Running  at  the  show,  however,  was 
its  l-by-4:  compact,  17.5-foot- 
high  stacked  H-t\pe  units  rat¬ 
ed  at  70,000  cph. 
With  a  motor  at 


INSIDE  TURNER  BAR 


OUTSIDE  TURNER  BAR 


OUTLET  ROLLER 


each  pair  of 
print  couples, 
the  Color- 
TopSOOOUD 
comes  with 
spray-bar  damp¬ 
ening,  open  fountains  or  digital 
ink  pumps,  and  TKS’s  anti¬ 
fanout  roller  system.  Doors 
containing  the  electronics  swing 
away  for  access  to  mechanical  and 
hydraulic  components.  Plate  and 
blanket  cylinders  have  the  same  cir¬ 
cumference,  but  the  press  employs  less- 
costly  wrap-around  blankets  that  store 
easily  and  safely  in  less  space  than  gapless 
sleeve-type  blankets,  said  Shafer. 

Not  suited  for  TKS’s  home  market, 
where  64-inch-wide  webs  create  bowing 


issues  for  one-around  cjiinders,  the 
5000UD  represents  “a  commitment  to  this 
market,”  said  TKS  president  Kohei  Shiba. 
He  noted  that  his  firm’s  U.S.  business  in  re¬ 
cent  years  consisted  of  upgrades  and  add¬ 
ons,  whereas  the  l-by-4  is  a  new  press. 

TKS  said  1:1  cylinder  design  stems  partly 
Irom  a  wish  to  avoid  patent  issues  related  to 
a  2:1  configuration.  MAN  Roland  Executive 
Project  Manager  Ralf  Schaedlich,  who  led 
design  of  the  Regioman,  said  MAN  has 
patents  pertaining  to  2:1  design,  w’hich 
Goss  and  Seiken  Graphics  also  use.  “There’s 
still  a  struggle  between”  Goss  and  MAN 
lawyers,  said  Schaedlich,  adding  that  2:1 
arrangement  affords  accessibility  for  main¬ 
tenance  and  for  incorporating  subsystems 
such  as  blanket  w  ashing. 

In  the  U.S.,  TKS  again  has  competition 
from  Japan.  After  a  five-year  absence  fol¬ 
lowing  its  Washington  Post  contract  and 
the  ensuing  anti-dumping  trade  review  and 
Goss  lawsuit,  Mitsubishi  Heavy-  Industries 
returned  to  Ne.xpo,  “exploring  the  possibili¬ 
ty  of  re-entering  the  U.S.  market,”  said 
Masaki  Kato,  who  handles  sales  outside 
Japan. 

For  its  new  Diamondstar  2-by-4,  said 
Kato,  “we  have  been  invited  to  bid  by  sever¬ 
al  U.S.  customers.”  With  low-fnction  cylin¬ 
der  bearings,  faster  folder,  reconfigured  ink 
train,  narrow-gap  plating,  and  optional 
running  plate  change,  the  90,000-cph 
press  is  slated  to  install  next  year  at  circula¬ 
tion  giants  Yomiuri Shimbun  and  AwA/ 
Shimbun.  Kato  said  his  firm  is  studying 
U.S.  market  changes,  including  trends  set 
by  European  pressmakers  —  which  has  led 
Mitsubishi  into  l-by-4  press  development. 

After  a  hiatus  in  2002  due  to  “the  peak  of 
the  anti-dumping”  action,  Seiken  Graphics 
was  back  at  Nexpo.  It,  too,  has  an  H-type  1- 
by-4  —  model  65,  with  gearless  drive,  spray 
bars,  narrow'-gap  plating,  fanout  control, 
^md  variable-resist  pin  register. 

Seiken  showed  off  its  Super  Panorama 
System  for  producing  four-page  fold-outs. 
“We  could  add  this  onto  anybody’s  press,” 
Seiken  U.S.  representative  K.K.  Cheng  said 
of  the  superstructure  option.  “We’re  coming 
back  full-force ...  with  this  development. 

We  have  to  be  a  little  different,”  he  contin¬ 
ued,  to  compete  with  the  “old-lx)ys”  that 
dominate  Japan. 

Super  Panorama  creates  variously  cut  or 
folded  four-page-wide/deep  prints  as  pre¬ 
mium  advertising  vehicles.  Cheng  reported 
inquiries  from  the  America,  and  said  a 
Zhuhai,  China,  daily  prints  Super  Panora¬ 
ma  ads  on  its  Seiken  65.  11 
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Another  anniversary-year  development 
for  AccuWeather  was  receiving  the 
Pennsylvania  Psychological  Association’s 
“Psychologically  Healthy  Workplace 
Award”  (in  the  large,  for-profit  company 
category)  on 

^ber  June  20  in 

Harrisburg,  Pa. 
AccuWeather 

^  "  offers  employees 

benefits  such  as 
W’ii'  2-‘ J"''  pc.i.'  '.  multiple  health- 
|!|j  ^  ;;;  plan  choices, 

'  unrestricted 

1^5  ^1'  5  ^  j-  ^ r  ■  bereavement 

» 1“  f  leave,  an  on-site 

=  erv'-  gym,andalarge 

.  '  lunchroom 

^  featuring  an 

outdoor  section. 

»  There  are  about 

I  335  employees,  in- 

eluding  90  meteorolo- 
gists.  The  retention 
rate?  Forty  percent  of 
the  staffers  and  67% 
of  the  meteorologists 
have  been  with 
AccuWeather  since 
Wi-  ^  earlier, 

r  '-■*  '■  AceuWeather’s 

..***'**.'’ifi  roots  date  back  to 

1962,  when  a  local  gas 
r  utility'  company 

contacted  Penn  State 
cuWeather,  whose  seeking  a  meteorolo- 

'as  Morning  News.  gist  to  predict  winter 

demand.  The  head  of  the  Meteorology 
Department  recommended  star  graduate 
student  Myers,  whose  forecasting  resume 
included  winning  nine  straight  weather 
bets! 

What  about  that  cold  winter  and  cool 
spring  that  contributed  to  the  delayed 
anniversary  celebration?  “We’ve  received  a 
lot  of  comments  about  [the  lower 
temperatures],”  replied  Myers.  “I  never  was 
a  big  believer  in  global  warming.  The 
weather  is  always  changeable  —  that’s  the 
e-xciting  thing  about  it.  And  everything 
people  do  is  affected  directly  or  indirectly 
by  the  weather.” 

Which  makes  it  unsurprising,  said 
Myers,  that  many  surveys  find  weather  to 
be  one  of  the  three  most-read  features  in 
newspapers.  il 


Newspaper  list  growing  as  AccuWeather  marks  anniversary 


BY  DAVE  ASTOR 

AccuWeather  turned  40  last  November, 
but  decided  to  hold  otf  celebrating  the  anniver¬ 
sary  until  this  month.  One  reason  for 
the  delay:  Waiting  for  better  weather! 

About  250  people  gathered  in  State 
College,  Pa.,  on  June  6  to  tour  AceuWeather’s  head- 
quarters  and  hear  speakers  including  the  president 
of  Penn  State  University.  AccuWeather  is  also  mark- 
ing  its  birthday  with  a  contest  offering  an  all- 
expense-paid  trip  to  Philadelphia  to  the  person  who 

correctly  predicts  that  city’s  weather  for  AccuWeather.com,  s  ' 

July  4.  the  company’s  own  ^  -? 

Among  the  250  guests  were  clients  —  site  launched  in  1994, 
and  AccuWeather  has  plenty  of  them.  Its  draws  93  million  page 

18,000  customers  around  the  world  include  views  and  six  million 
850  print  newspapers,  up  from  565  in  1999  unique  users  a  month.  Dr.  Joel  N. 
(the  first  paper  came  aboard  in  1974).  Other  customers:  clients  inch 

“Eighty-six  percent  of  the  newspapers  that  600  non-newspaper  sites,  250  radic 

outsource  their  weather  outsource  it  to  us,”  stations,  and  200  TV  stations,  along 

Dr.  Joel  N.  Myers,  AceuWeather’s  founder,  government  agencies.  Fortune  500 

CEO  and  president,  told  E^P.  corporations,  fuel-oil  dealers,  ski  res 

AccuWeather  —  which  added  17  clients  and  construction  firms.  And  AceuW 


The  operation  floor 
in  State  College,  Pa. 
AceuWeather’s  335 
employees  include 
90  meteorologists. 


See  “Syndicate  WorM” (http://(eivw. 
editorandpublisher.com)  for  content  that 
didn’t  make  it  into  print. 
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Stringers  hanging  hy  a  thread? 


Here’s  one  freelancer  who  shared  a  byline  with  the  ‘New  York 
Times’  reporter.  Now  he  wants  to  poke  someone  in  the  nose 

As  PERHAPS  THE  ONLY  FREEIANCER  TO  EVER  SHARE  A 

byline  with  Rick  Bragg  in  The  New  York  Times,  I’ve 
watched  in  disquietude  for  the  past  few  weeks  as 
this  pack  of  media  critic  hound  dogs  chased  the 
rabbit  Jayson  Blair,  trying  to  root  out  others  of  his 
ilk,  and  tainting  Bragg  in  the  process.  Even  a  faction  at  the  Times 
seemed  to  join  the  pack,  and  I’m  wondering  how  that  great  institu¬ 
tion,  and  other  newspapers,  will  be  affected. 

After  working  on  dozens  of  stories  for  seven  Times  correspon¬ 
dents  for  the  national  desk  this  past  year.  I’ve  seen  up  close  how 


the  reporting  and  writing  process  works. 
My  impression  is,  the  Times  is  walling  to 
put  resources  and  people  in  close  enough 
proximity  to  the  big  story  to  get 
it  right,  most  of  the  time. 

Since  1979  and  my  first 
freelance  reporting  gig  cover¬ 
ing  sports  for  The  Birmingham 
(Ala.)  News,  I  have  chased  tor¬ 
nadoes,  written  features  about 
celebrities  and  common  folk, 
and  specialized  in  covering  the 
politics  and  science  of  environ¬ 
mental  news  with  some  effect. 

I  met  Rick  Bragg  in  1999, 
when  I  tried  to  get  him  to 
write  for  my  online  magazine. 

The  Southerner.  He  expressed  interest, 
but  was  alw'ays  too  busy  flying  from 
airport  to  airport  to  get  the  dateline  or 
promote  his  books. 

The  next  time  I  ran  into  Bragg,  I  was 
teaching  journalism  at  Loyola  University 
in  2000.  He  had  left  the  Miami  bureau  to 
become  a  national  correspondent  out  of 
New  Orleans.  We  became  friends, 
comrades  in  arms,  really,  two  reporters 
from  Alabama  in  the  Big  Easy.  After  nine 
years  of  teaching,  and  watching  the 


Internet  grow,  I  decided  to  try  my  hand  at 
freelancing  full  time. 

In  August  2002,  with  a  void  in  the 
Southern  bureau,  the  Times  asked  Bragg 
to  help  cover  the  West  Nile  Virus 

epidemic,  a  stoiy  I  followed 
for  The  Dallas  Morning  News. 
Since  Bragg  w'as  on  sick  leave, 
the  national  desk  asked  me 
to  help  as  a  stringer. 

The  next  week  Bragg  and  I 
went  to  Baton  Rouge  (along 
with  his  now-famous  intern, 

J.  Wes  Yoder),  when  the  serial 
killer  stoiy  broke.  I  did  not 
expect  or  receive  a  byline  for 
this  work.  It  wasn’t  Bragg’s 
place  to  make  the  decision  about  shared 
bylines,  I  was  told.  Only  the  national 
editor  could  make  that  decision,  and  it 
was  not  the  national  desk  policy  to 
credit  freelancers. 

Next,  Bragg  wanted  to  work  with  me  on 
a  story  about  the  U.S.  Army’s  chemical 
weapons  incinerator  in  Anniston,  Ala., 
which  I  had  covered  for  UPI.  After  weeks 
of  gathering  facts  and  conducting  phone 
interviews,  Bragg  and  I  went  to  Anniston 
to  report  on  the  ground  and  to  get  the 


dateline.  Rick  flew’  in.  I  drove,  for  32 
cents  a  mile  and  $15  an  hour. 

We  interviewed  activists,  politicians, 
and  average  folks.  Bragg  spent  a  couple  of 
days  talking  to  many,  hearing  their  tales 
of  dread.  When  we  had  enough,  we  went 
back  to  New  Orleans  and  wrote  the  stoiy’. 
He  w’orked  his  magic  with  words  on  the 
keyboard  and  screen,  while  I  fed  him  facts 
and  quotes.  At  the  end  of  the  day,  the 
national  editor  agreed  I  deserved  a  byline 
on  this  one  story  (it’s  credited  to  Bragg, 
"w’ith  Glynn  Wilson”),  since  it  was  good 
enough  for  Page  One  and  some  of  the 
reporting  could  not  have  been  obtained 
any  other  way. 

Not  long  after  that,  the  Times  filled  the 
two  open  slots  in  the  Atlanta  bureau. 

With  eight  states  to  cover,  they  have  used 
me  extensively,  and  I’ve  proudly  helped 
the  Times  get  it  right  on  dozens  of  stories, 
from  the  Trent  Lott  fiasco  to  the  space 
shuttle  disa.ster.  Seeing  w’hat  they  do  with 
a  story  is  satisfying,  even  if  your  name’s 
not  on  it. 

Now,  however,  because  of  Jayson  Blair 
—  and  tbe  search  for  scapegoats  and 
bureaucratic  solutions  —  I’m  afraid  the 
Times  (and  possibly  other  papers)  may 
use  freelancers  less.  This  may  mean  they 
will  get  it  right  less  often,  when  the  solu¬ 
tion  might  just  be  to  credit  freelancers. 

Early  in  the  Blair  affair,  I  .sent  an  e-mail 
message  to  Bragg,  inspired  by  a  line  in 
the  mov’ie  The  American  President.  In 
one  scene,  a  jilted  Annette  Bening  says  to 
Michael  Douglas,  “You’ve  got  a  bigger 
problem  than  losing  me.  You  just  lost  my 
vote.” 

Now  I  told  Bragg,  ‘'The  New  York  Times 
has  a  bigger  problem  than  losing  you,  or 
me,  as  reporters.  They  may  lose  me,  and  a 
lot  of  other  people,  as  readers.” 

So,  as  an  experienced  reporter  and 
writer,  an  academic  w’ho’s  studied  how 
the  news  business  works,  and  as  a  long¬ 
time  reader,  I  have  only  one  thing 
to  say  to  Mr.  Sulzberger  and  company: 

Get  it  right,  and  let  me  know  if  I  can  help. 

By  the  way,  if  I  ever  run  into  Jayson 
Blair,  for  what  he  did  to  besmirch 
journalists  everywhere  I  may  just  punch 
him  in  the  nose.  H 

Glynn  Wilson  is  a  freelance  writer  based 
in  New  Orleans. 
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HEAR5T  WINNERS 


WRITING 


Third  Place  and 
$3,000  Award 

MATTHEW  HANSEN 
Univefsity  of  Nebfaska 


Second  Place  and 
$4,000  Award 
EMILY  BADGER 
Northwestern  University 


First  Place  and 
$5,000  Award 
SASHA  TALCOTT 
Northwestern  University 


PHOTO 


Second  Place  and 
$4,000  Award 
COKE  WHITWORTH 
University  of  North  Carolina 


Third  Place  and 
$3,000  Award 

SHANNON  C^UTHRIE 
Western  Kentucky  University 


First  Place  and 
$5,000  Award 
DAVID  BITTON 
San  Jose  State  University 


RADIO 


First  Place  and 
$5,000  Award 

DANIELLE  MARIE  CROSS 
University  of  Montana 


Second  Place  and 
$4,000  Award 
ANISH  H.  SHROFF 
Syracuse  University 


Third  Place  and 
$3,000  Award 

MATTHEW  BLUBAUOH 
University  of  Florida 


TELEVISION 


Second  Place  and 
$4,000  Award 

OAVIN  0.  REYNOLDS 
Syracuse  University 


First  Place  and 
$5,000  Award 
ALINA  MACHADO 
Northwestern  University 


Third  Place  and 
$3,000  Award 
NICOLE  LAPIN 
Northwestern  University 


The  Hearst  Jounaali5m  Awards  Program 
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